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On the lake a “Well Placed” plug gets results 
On the air a “Well Placed” ad gets sales results 






Advertising is well Placed when it’s aired over 
WSPD—the 5000 watt, NBC station which covers 
the rich Northwestern Ohio-Southern Michigan 
area—the home of more than a million and a 







half prosperous prospects. 






For 24 Years the Voice of Toledo 


IF ITS A FORT INDUSTRY STATION 
YOU CAN BANK ON IT 
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Model depicting proposed 
development of General Logan 
International Airport, Boston. 






Key Station of 
THE YANKEE NETWORK 


is proud of the selection of its facili- 
ties for these great contributions to 


the future of Boston and New England 


“AVIATION WEEK” 


The Aviation Luncheon, May 1st, at the 
Copley-Plaza Hotel, Boston, welcoming 
the inauguration of new air service to 
Boston by United Air Lines, T. W. A. and 
Northeast Airlines, was broadcast 1:15 
to 1:30 P.M. 


Coast to Coast over 


WNAC, Yankee Network 
and Mutual Stations 


Sponsored by The Boston Globe 
Agency — John C. Dowd 


HON. JOSEPH P. KENNEDY 


Former Ambassador to Great Britain 
at the 


Greater Boston Development Committee 
Luncheon at the Copley-Plaza. 


k 
“Boston Looks Ahead” 


“Promoting the Port of Boston” 


WNAC 
Tuesdays —7:45-8:00 P.M. 


Sponsored by Boit, Dalton & Church 
Ageny — Alley & Richards 


THE YANKEE NETWORK, we. 


Member of the Mutual Broadcasting System 


_21 BROOKLINE AVENUE, BOSTON 15, MASS. 


Represented Nationally by EDWARD PETRY & CO., INC. 
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Closed Circuit 


NEW YORK FINANCIAL circles are alive 
with reports of prospective sale of Crosley 
Manufacturing Division. Report last week was 
that deal had been consummated for Cincin- 
nati plant at asking price of about $30,000,000. 
Weeks ago IT&T (Federal Telephone & Radio 
Corp.) had entered conversations with Crosley 
but this transaction said to be out. WLW Cin- 











cinnati and shortwave subsidiaries will not 
be affected. 
IMPENDING AMERICAN-BLUE personnel 


changes may include a new Washington set- 
up, as well as new sales executive. Donald 
Withycomb took over on a temporary basis 
in Washington some weeks ago. Whether he 
returns ‘to his former duties as head of Blue’s 
International Division was uncertain last week. 
New Washington addition may be former 
Army officer slated for discharge. 


CBS BOARD MEETING in New York this 
week may produce some news. While changes 
in high command have been rumored, largely 
in the nature of promotions, one develop- 
ment might be the election of Edward R. 
Murrow, CBS European news manager and 
outstanding correspondent of war, to a pro- 
gramming vice-presidency. Whatever evolves 
in promotional sequence would see William 
S. Paley and Paul W. Kesten as No. 1 and 
No. 2 men. If general manager is named, 
promotion of Frank Stanton wouldn’t be sur- 
prising 


NEW MOVE TOWARD 
Mutual operation 


greater potency in 
reflected in recent stock 
ownership change which makes Yankee- 
General Tire 20% senior stockholder along 
with WOR-Bamberger, WGN-Chicago Tribune 
and Don Lee. Each now has two directors and 
combined hold 80% of network stock. Action 
results in even greater strengthening of Ed 
Kobak’s presidential hand. 


DON’T LOOK FOR resumption of full FCC 
sessions until week of June 18. FCC Chairman 
Paul A. Porter, now in Europe with Wheeler 
Senate Subcommittee entourage, doesn’t expect 
to return until about mid-June. Reported last 
Friday party was in Cairo after having in- 
spected communications installations in Eng- 
land and France. 


DESPITE WPB-FCC insistence that there will 
be no thawing of radio equipment freeze (both 
transmitting and receiving) until late fall or 
possibly spring of 1946, current developments 
may blast those predictions. Substantial cut- 
backs in Government equipment orders, in- 
cluding electronics, might result in quick re- 
vision of plans in order to absorb employment 
among large electronics manufacturers who 
have been doing Government business at rate 
of about $5,000,000,000 annually during war 
years. Radio and related fields have become 
big business since Pearl Harbor. 


NEW NAB PRESIDENTIAL Selection Com- 
mittee, headed by T. A. M. Craven, Cowles 


(Continued on page 78) 
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Uja comin G 


June 6: Deadline for filing appearances, oral 
argument, allocations below 25 mc. 


June 6-7: CBS Affiliates Advisory Board meet- 
ing, New York. 


June 13: Oral argument, WOV New York 
transfer of control to Mester brothers. 


June 19: FMBI Board meeting, Waldorf-As- 
toria, New York. 


June 26-28: National Retail Dry Goods Assn. 
Postwar Conference, Hotel Pennsylvania, 
New York. 


June 27: Hearing before FCC, sale of WINS 
New York, to Crosley Corp. 


Bulletins 


FRANK M. FOLSOM, vice-president in charge 
of the RCA Victor Division, Camden, since 
January 1944 and a director of RCA and 
NBC, last Friday was elected executive vice- 
president in charge of RCA Victor Division 
at regular board meeting of parent RCA com- 
pany. John G. Wilson, in charge of financial 
administration of RCA Victor, elected operat- 
ing vice-president. 


NAVY RADIO Section, Public Relations, has 
been reorganized into two sections, Radio Serv- 
ices and Radio Programming. Lt. Comdr. J. 
Harrison Hartley, USNR, former assistant 
director of news and special events, NBC, 
and chief of the original Radio Section, heads 
the Services Section, in charge of facilities 
for transmitting radio and press news. Lt. 
Marvin F. Royston, USNR, ex-NBC-Blue engi- 
neer, is assigned to Radio Services Section. Lt. 
Comdr. Charles E. Dillon, USNR, who was 
head of Red Cross radio, is in charge of 
Programming Section, servicing broadcasters. 


NATHAN STRAUS, president of WMCA 
New York, won the $1,000 Edward L. Bernays 
radio award to individual doing most in 1944 
to further democracy in the U. S. Judges 
H. V. Kaltenborn, NBC; Raymond Swing, Blue, 
and Norman Corwin, CBS, voted uwunani- 
mously to present the award to Mr. Straus 
for his series, New World A-Coming. Formal 
presentation will be broadcast on WMCA 
June 10. 


MUTUAL has cleared Monday and Wednes- 
day, 9:30-10 p.m., for Coca Cola Victory Pa- 
rade of Spotlight Bands, which moves to that 
network from Blue on June 18, but has been 
unable to clear Friday spot desired by Coca 
Cola, now occupied by Double or Nothing. 
Latter’s sponsor, Pharmaco Inc., is willing to 
move if equally suitable time can be found. 
Pending that Coca Cola will broadcast only 
twice instead of ‘thrice weekly. 
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Business Briefly 


BORDEN ON BLUE ® Borden Co., Ney 
York, July 10 on the Blue Tues. 7:30-8 p.m, 
starts Borden Country Fair, audience partici. 
pation program with Jack Bailey as m. ¢, 
Bill Gernatt directing. Borden shifts to the 
new time on the Blue from Sun. 8:30-9 p.m, 
vacating latter period when it moves the Jerry 
Wayne show for summer to CBS Fri. 7:30. 
p-m. Kenyon & Eckhardt has been appointed 
to handle County Fair which fills out Borden's 
contract with Blue through Aug. 27, but may 
continue as a permanent feature. Young § 
Rubicam, New York, continues as agency on 
the Jerry Wayne show, to be succeeded by 
Ginny Simms program in fall. 


HIRES, PHILCO PLANS ® Charles E. Hires 
Co., New York, on June 17 through N. W., 
Ayer & Son, permanently shifts Hires Ice Box 
Follies on Blue to Sun. 6:30-7 p.m. from Wed, 
10-10:30 p.m. Period is available since Phileo 
Corp. has reduced its hour program 6-7 p.m. 
to 6-6:30 p.m. Hutchins Adv. is Philco’s agen- 
cy. Philco plans to sponsor last quarter-hour 
of Breakfast Club on Blue. One-quarter of} 
the full-hour morning program is sponsored | 
by Swift & Co., another by Kellogg Co. 





A&P SPOT PLANS @ Great Atlantic & Pacific | 


Tea Co., New York, has scheduled spot cam- \ 


paigns for peaches in 47 markets, July 11-13} 
and 25-27, averaging three spots daily on each | 
station, and June 4 starts participations for | 
A&P coffee on WABC New York. A&P is F 
also using programs on several midwest sta- 
tions. Agency is Paris & Peart, New York. 


' 
i 
i 
' 


TAKES HALF-HOUR @ Standard Brands | 


Inc., New York, has signed starting July 15 | 
for Sun. 3:30-4 p.m. on NBC, period to he | 


vacated when Army Hour is reduced to a half- 


hour show, running 4-4:30 p.m. Spot will be | 


' 


used for One Man’s Family (Tender Leaf Tea | 
and Royal Gelatin desserts), which shifts from 


Blue Tues. 7:30-8 p.m. 


HALE SHOW AVAILABLE ® Arthur Hale 
program, now sponsored on 30 Mutual sta- 
tions 7:30-7:45 p.m. by Richfield Oil Corp., 
New York, available for sponsorship coopera- 
tively on other net stations which do not have 
primary coverage in the Richfield sales area. 





TV EXHIBIT PLANNED 


NBC-WOR-DuMont video executives are 
making plans to invite a group of Gov- 
ernment officials to New York soon for 
special demonstration of television as a 
sort of preview of what will be available 
in Washington when these three organi- 
zations, which have all applied for com- 
mercial stations in the capital, begin 
operations there. Idea originated among 
representatives of the telecasters at re- 
cent hearings held by Washington Zon- 
ing Commission. 
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“The Time Has Come,” the Walrus said, 
“To Speak of Many Listeners........° 


The story of ‘‘Alice in Wonderland” 
might have remained a figment of 
Lewis Carroll’s imagination had it not 


been for ‘‘Alice”’ herself. 


Carroll spun the tale to amuse three 
little girls, whom he took rowing on the 


Thames each afternoon. 


Baltimore’s Listening Habit 


WCBM 


MUTUAL BROADCASTING SYSTEM 


When the real “‘Alice’’ begged for a 
copy of the story, Carroll wrote it in 
longhand. Had it not been for a friend 
who persuaded Carroll to publish ‘‘Alice 
in Wonderland,” its sole audience 
would have been three little girls. 


As with “‘Alice,’’ so with your sales 
message. It must be heard by a large 
audience, otherwise it cannot do its 
rightful work. You assure yourself 
that your sales message will be heard 
by a profitable percentage of the Balti- 
more market when you use WCBM. 
Listening to WCBM is a habit in 
Baltimore. 
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Weekly 4 Newsmagazine of Radio 





Published Weekly by Broadcasting Publications, Inc. 


Executive, Editorial, Advertising and 
Circulation Offices: 870 National Press Bidg. 
Washington 4, D. C. Telephone: ME 1022 


IN THIS ISSUE... 








P&G, Biggest Air User, Doubles Sales___ 15 
TBA, FMBI Demand Quick Allocation_____ 16 
WPB Eases Antenna and Building Controls___ 17 
Stations Challenge FCC Program Study____ 18 
Associated Plans Nationwide Facilities_._.__ 18 
Radio Censorship Danger Scored 
—By Courtland D. Ferguson__________ 20 
Hillman Selected for Truman's Trip_____-__ 20 
Case Sees Wide TV Use in Advertising__.__ 24 
Texas Cleric Hits KRLD Renewal__________ 30 
TV Zone Approval Creates Precedent_____ 32 
Petry Denies Hooper Disagreements____-~ 36 
OWI! Impressions Pass Billion Mark____-~ 52 
Supreme Court Tests FCC's License Powers. 62 
Schechter Expected to Join MBS___-_---~_ 65 
Hotels Negotiate With BMI, ASCAP___-___ 67 
| Studebaker Stresses Increased Radio Value_ 70 
Bob Hope Is Top Hooper Average____-_-_-_~_ 71 


Volunteer Salesmen Needed for War Bonds_ 73 
Unions Race to Organize Network Offices__ 75 
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} Allied Arts _-~~ 74 Production —-___ 48 : 
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Net Accounts __. 69 Technical _______ 68 
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At Washington Headquarters 


SOL TAISHOFF 
Editor and Publisher 


EDITORIAL 





/ ROBERT K. RICHARDS, Editorial Director 
e . 1 y Art King, Managing Editor; J. Frank Beatty, 
' 3 5 ee - . — = - i % : : | Bill Bailey, Associate Editors. STAFF: Jack 
vy ) 2 = *9 We > e S % , Levy, Lawrence Christopher, Mary Zurhorst, 
he -4 Sidney Shelley, Norma Pugliese, Jerry Posey, 
) 7 ° 2 | Adele Porter. 
ig. — roo BUSINESS 


MAURY LONG, Business Manager 
Bob Breslau, Adv. Production Manager; Harry 
Stevens, Eleanor Carpenter, Marie Woodward. 


litt. 
: o “eel 





PT i AMY Vg ae’ | AUDITING: B. T. Taishoff, Catherine Steele, 
’ ¢ 4 Mildred Racoosin. 
h a eae ° | CIRCULATION 
On front pore es ur USSUSSUpP pl eo: s BERNARD PLATT, Circulation Manager j 


Dorothy Young 


NEW YORK BUREAU . 
250 Park Ave. PLaza 5-8355 f 
EDITORIAL: Bruce Robertson, New York Edi- 
tor; Dorothy Williams, Florence Small, Dorothy 
Macarow. 


ADVERTISING: S. J. Paul, New York Adver- 
tising Manager; Patricia Foley. 
CHICAGO BUREAU 
360 N. Michigan Ave. CENtral 4115 
Frank A. Browne, Manager; Jean Eldridge. 
HOLLYWOOD BUREAU 
1509 North Vine St. GLadstone 7353 





Folks turn 
first to — 


NEW ORLEANS 


TY 








THE GREATEST SELLING POWER IN THE SOUTH’S GREATEST CITY ee 
} TORONTO BUREAU 
50,000 Watts * Clear Channel « CBS Affiliate 8 Redes See Be: Tie 6s 


James Montagnes, Manager. 


i Copyright 1945 by Broadcasting Publications Inc. 
Represented Nationally by The Katz Agency, Ine. 


SUBSCRIPTION PRICE: $5.00 PER YEAR, 15c PER COPY 
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If you are looking for a hard-hitting team in a 
class-A league, join WSIX in Nashville. Your 
advertising dollar will swat a homer every time 
it goes to bat. Here are the reasons: (1) A gain 
of 81.5% in our all-day average Hooper during 


the two years ending in January. (2) The best 
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NASHVILLE 
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daytime Hooper of any Nashville station. (3) 
Top programs of both BLUE and MUTUAL. (4) 
A booming market in the heart of agricultural, 
industrial Tennessee. In WSIX’s territory there 
are over a million potential buyers—all “‘big 


leaguers’’ when it comes to spending money. 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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mgotal 55 years 


on The Voice of St. Louis” 


...and they're going strong 


YPICAL of the brand of radio favored 
by Midwest listeners are five KMOX 
programs with a combined total of 55 years 


of broadcasting: 


OZARK VARIETIES, starring the KMOX National 


Hillbilly Champions, now in its tenth year ! 


FRANCE LAUX SPORTS GALLERY, featuring one of 
America’s top sports authorities, just as pop- 
ular after 16 years on KMOX! 


THE BEN FELD SHOW, with Musical Director Ben 
Feld and the KMOX Orchestra, eight years of 


good listening ! 


OLD-FASHIONED BARN DANCE, weekly full hour of 
familiar tunes and homespun humor, still packs 
‘em in after eight years! 


JANE PORTER'S MAGIC KITCHEN, among the earliest 
established radio kitchens—for 13 years a 


housewife magnet. 


That report card is a sharp picture of 
KMOX-dominance with Midwest listeners. 
Advertisers naturally show their prefer- 


ence by continuing sponsorship. Ozark 


Varieties has had the same advertiser for 
ten years... France Laux nine...The Ben 
Feld Show and Old-Fashioned Barn Dance 
each have chalked-up eight years, while 
Magic Kitchen has a renewal record that 
any program may well envy. 

We have available a few programs built 
by KMOX that travel in the same company 
of listener and sales appeal. Whether you 
intend crossing our palm with a contract 


now or later doesn’t matter. Seeing us or 


Radio Sales...today...is important! 





REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 





Ever station whose 
daytime Hooper ‘‘share of 


audience’ averages 


see d 


49.0%? 
Perhaps 


. bul how about a 
cily where the daylime 
"sels-in-use” averages 


21.8 *' 


N0? 


then look af 
Lincoln-- we feel it's a 
rare resull in a markel of 
over 100,000 population. 


In Fact, 


KFOR has 80° more 
daytime audience according 
lo Hooper than the next 
highes! station. 


* If you're interested in 
ralings, just multiply ‘‘sets- 
in-use’ by ‘Share of 
audience.” 


Represented by Edword Petry Co., Inc 


KFOR 


ia 
Nebraska 'S se 
Capital City i 
Station” 


\LINCOLN 


| Nebraska 


Gordon Gray, General Mgr. 
Melvin Drake, Station Mgr. 


Blue and Mutual Networks 
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Feature of the Week 


(1 tor) Walker, Daugomal, Apekaum, Botone, Sullivan, White Fox 
and Kaulity. 


IRST stop for White Fox, 
| es Kiowa Indian, when he 

came to Oklahoma City for 

the first time in his life was 
the WKY studios. 

Through an interpreter White 
Fox, who doesn’t know exactly how 
old he is, explained that he wanted 
to see the “ah-tay”. That is Kiowa 
for “spirit message” and the word 
the tribe uses for radio. 

Several years ago some of White 
Fox’s grandchildren—four are in 
the armed services—started him in 
the habit of listening to the sta- 
tion. He has become a fan, al- 
though he doesn’t speak or under- 
stand a word of English. His fa- 
vorite entertainers are Wiley Wal- 
ker and Gene Sullivan, western 
singers, who were timing a show 


when White Fox came in. They 
were introduced to him. 

The full-blooded Kiowa was 
greatly impressed with WKY’s 
new $250,000, 915-foot tower which 
sends the “ah-tay” into the air. He 
commented that it was higher than 
Indian smoke signals ever went, 
but had little else to say, taking 
the station tour with the silent, 
calm dignity which is characteristic 
of Indians seeing strange sights 
for the first time. 

Accompanying the aged Indian 
on the trip were other Kiowa dele- 
gates who came the long hour’s 
drive to the state capital to confer 
with Senator Elmer Thomas on 
tribal affairs. Other members of 
the group were James Daugomal, 
David Apekaum, Fred Botone and 
Henry Kaulity. 


Sellers of Sales 


ARRIETT M. BELILLE, 
H timebuyer at the Compton 

Adv. Agency, New York, 

is a very businesslike young 
woman with plenty of solid adver- 
tising experience handling many 
and varied types of accounts. 

A native of Chicago and a grad- 
uate of the St. Francis Academy 
and Business Col- 
lege, Miss BeLille 
started her career 
as manager of a 
small Chicago dress 
shop. Soon after 
that, she went with 
the Charles Daniel 
Frey agency in Chi- 
cago where, for six 
years, she handled 
Crane Co., House- 
hold Finance and 
Karpen Furniture 
accounts. 

With that back- 
ground, Miss Be- 
Lille moved to an- 
other Chicago agen- 
cy, Reincke - Ellis - 
Younggreen - Finn, 
agency for Glen- 
more Whiskey, for a short time. 
Next she joined the Chicago office 
of McCann-Erickson as media su- 
pervisor. 

For five years with McCann- 
Erickson she handled advertising 
for Standard Oil, Pillsbury Mills, 
Ford dealers (both branch and 
joint fund), and Maytag. 


HARRIETT 


Miss BeLille came to New York 
with Newell-Emmett in the fall of 
1942. For six months with that 
agency she was in charge of the 
Pepsi-Cola cooperative account. On 
March 1, ’43, she joined Compton 
as a time-buyer. 

Miss BeLille now buys night 
time chainbreaks for Goodyear 
shoe products divi- 
sion in 55 markets; 
Right to Happiness 
on NBC and Trans- 
Canada; Life Can 
Be Beautiful, CBS; 
Jack Kirkwood, 
CBS; Road of Life, 
Trans-Canada; Met- 
ropole, Quebec Re- 
gional Network; 
trailer on the Rudy 
Vallee program on 
CBC, and a series 
of spot programs in 
Toronto, Winnipeg 
and Vancouver, for 
Ivory Soap. Present- 
ly inactive but po- 
tential radio adver- 
tisers on her list are 
New York Life and 
Kelly-Springfield. 

Now a resident of Manhattan, 
Miss BeLille misses horseback 
riding, her favorite sport, but 
makes up for the loss by at- 
tending concerts and the opera, 
as well as catching up on her 
reading, another favorite  pas- 
time. 
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IN PENNSYLVANIA THE 


produces sales 
for you 

@ The Tri-Penn primary area 
is a rich region in the heart of § 


Pennsylvania—which is not 
covered by any other station. 


Write main office—8 West 
King St., Lancaster, Penna., or 


Sales Representative 


RAYMER 


NBC-MOTUAL 


Broadcast Advertisin§ 
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Where showmanship 





























A candid camera might record a slightly different picture of what’s going on in 


our studios these days, but the artist’s brush has caught Mutual’s busy new 
program progress with remarkable realism. 
Eleven new shows premiered within a couple of fortnights. Drama, romance, 


mystery, music, Originals by Oboler. Lone males in the argumentative toils of 
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means Dusimess 


lovely ladies. Murder solved by listeners in every Mutual market. An amazing 


half-hour, five afternoons a week, that grants a woman’s every wish for the next 


24 hours of her life. And four-star reserves waiting in the wings. 


Novel? Exciting ? Sure—but the one word for Mutual’s new programming 


technique is showmanship. Showmanship without the checkered vest and the 


nickel segar. Serious-minded showmanship that deliberately means business. 





The man directly in charge of all 
this is Phillips Carlin. We could start 
seventeen paragraphs with the words: 
“A man who...” But why? To all of 


you who agree with us that radio is 





CATCH THESE NEW MUTUAL SHOWS AND HEAR WHAT WE MEAN 





ArcH OBOLER’s PLays— by the master of radio drama 
CaLuinG ALL DETECTIVES—a criminologist inevery home 
QUEEN FOR A Day—every day a new Cinderella 
BETWEEN Us GirLts—one man versus the “weaker” sex 


(Executives who'd like to hear these and other new MBS programs at 
any given hour will be promptly provided with recordings on request.) 





show business, the significant fact is 


that Phil is our man. V-P in charge of Programs, he’s busy lining up the right 


showmen and the right shows, putting into action the plans we have drawn up. 


We’ve made a start, and there’s more in store. Even with all the veteran 


experience behind this move, we’re likely to come up with a turkey at times, too. 


When that happens, off with its head and on with another right show. Because 


to us, showmanship means business. It can also mean business to you... 


Mutual Broadcasting System 
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ONE OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVI 
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RADIO’S biggest customer, Procter 
& Gamble Co., Cincinnati, spends 
$11,000,000 a year for time alone. 
Expenditures for talent probably 
run another $11,000,000. 

This was learned in an exclusive 
interview with William M. Ramsey, 
Procter & Gamble’s well-known di- 
rector of radio who, for the first 
time, told the story of the soap 
manufacturer’s rise ‘to national 
leadership through broadcast ad- 
vertising. 
| Latest figures show that in 1944 
'P&G spent $11,014,000 for time 
halone. That was divided as follows: 
| NBC $5,280,000; CBS $3,942,000; 
Blue $1,042,000; spot $750,000. 


Gross Doubled 


During 1940—the last peacetime 
year—Procter & Gamble invested 
$10,999,416 in network time. Spot 
and talent figures for that year 
were not available, although a 
pechedule of P&G programs indi- 
cated both were substantial. Net- 
work expenditures five years ago 
included $8,759,452 for NBC (em- 
|s29. the Red and Blue) and 





$2,239,964 for CBS, according to 
BROADCASTING Yearbook. 

In the 10-year period 1934-44— 
the years of the company’s greatest 
expansion in radio—gross_ sales 
more than doubled, rising from 
$116,593,142 to $311,496,273, ac- 
cording to Mr. Ramsey. 




















“This dramatic rise cannot, of 
course, be attributed entirely to 
radio,” he explained. “New prod- 
ucts, advertising in other media 
and economic conditions contributed 
a substantial share. But it is un- 
mistakable that radio as a major 
selling medium has proved itself 
through the experience of Procter 
& Gamble.” 


Careful Planning 


Mr. Ramsey will tell you that 
&G’s success as an advertiser and 
merchandiser is due to several fac- 
tors. Each campaign is carefully 
Planned and executed with split- 
;8econd precision and timing. All 
)media are dovetailed into one big 
pattern which spells “consumer 
pdemand”, 
' P&G's phenomenal rise to the 
}Position of the nation’s top time- 
oe dates back to 1923 when 
commercial broadcasting was al- 
most unheard of. Ever alert for 
new avenues of advertising, P&G 
bought a period on WEAF New 
York and the Crisco Cooking Talks 
went on the air. 





vertising 
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For First Time Facts Are Unveiled on 
$11,000,000 Annual Time Budget 


By BILL BAILEY 





WORKING EXECUTIVE 
radio director who takes personal interest in P&G productions. Confer- 
ring with their sponsor boss are (1 to r): Sandra Michael, who authored 
Woman in White; Betty Winkler and Roy Larkin, stars of the network 
show which sold Camay soap. 


is William M. Ramsey (1), Procter & Gamble 





Pioneer advertisers who had the 
foresight to test this new medium 
were looked upon as _ starry-eyed 
dreamers. Most everyone “knew” 
radio was but a “passing fancy”. 
P&G saw in broadcasting, however, 
a future medium of mass communi- 
cation—a new means of reaching 
millions of potential consumers. 
’Midst a doubting business world, 


. the Cincinnati firm laid the founda- 


tion of what has become radio’s 
most comprehensive schedule of 
broadcast advertising carried by a 
single sponsor. 

Turning deaf ears to pleadings 
of “experts” that radio would be 
a “waste of money”, Procter & 
Gamble gave it a whirl with Crisco 
Cooking Talks. Fan mail was the 
only means in those days of meas- 
uring audiences. The Government 
had not regulated frequencies. 
Numbered dials on receiving sets 
just hadn’t been born. 

Nevertheless WEAF broadcast 
the Crisco Cooking Talks at regular 
times, under sponsorship of Procter 
& Gamble. Fan mail began coming 
in. Some of it had to do with reci- 
pes; some women sent their own 
favorite recipes in. But a large part 


Broadcast Advertising 


simply bore the phrase: “Program 
coming in fine.” 

To the broadcaster that type of 
fan mail meant potential new lis- 
teners. It indicated his signal was 
reaching out. To Proctor & Gamble 
it meant a new avenue through 
which to present a sales message to 
potential customers. 

P&G’s first network venture came 
in June 1925 when the firm spon- 
sored Ida Bailey Allen for Crisco 
on the then NBC-Red network. 
Through the series she became fa- 
mous as one of the country’s fore- 
most home economists. Ida Bailey 
Allen’s Cook Book today is in mil- 


P&G, Biggest Air User, Doubles Sales 


lions of typical American homes. 
In May 1930 Procter & Gamble Co. 
branched out with its third program 
and the firm’s first attempt to sell 
soap via broadcast advertising. The 
program was Ruth Turner’s Wash- 
ing Talks, a local test. 

So successful was the venture 
that in November 1930 Procter & 
Gamble introduced the five-a-week 
series on a network, with a morn- 
ing strip on the Red under the title, 
Mrs. Blake’s Column. The following 
programs were broadcast in rota- 
tion: Emily Post Talks, Sisters of 
the Skillet, Curtis Burnley, Mrs. — 
Reilly. Then followed a series of ' 
diversified programs including 
George, the Lava Soap Man, Sisters 
of the Skillet, Helen Chase’s Beau- 
ty Forum, Stoopnagle & Bud, and 
the B. A. Rolfe orchestra, all net- 
work presentations. 


Something New 


By late 1932 P&G cast about for 
something new in radio entertain- 
ment. In December that year the 
daytime five-weekly dramatic serial 
was born on WLW Cincinnati when 
the Puddle Family became radio 
characters. The test continued for 
a year. Based on a comic strip, the 
Puddle Family was appealing to 
the eye, but as a radio show it fell 
short. 

Fan mail—still a potent factor 
in broadcasting—indicated that the 
people wanted drama. However they 
craved something more human than 
the Puddle Family characters who, 
after all, were lifted from the comic 
page. Procter & Gamble consulted 
one of its agencies—Blackett-Sam- 
ple-Hummert, Chicago. 

Lawrence D. Milligan, Oxydol 
account executive came up with an 
idea. He thought a script built 
around ‘the experiences of a woman 
like his mother—a kindly, sympa- 
thetic woman—might be just the 


(Continued on page 28) 





LONG RECOGNIZED as radio’s No. 1 client, Procter & 
Gamble Co., Cincinnati, has learned the value of broadcast 
advertising. Through its radio department, headed by William 
M. Ramsey, P&G conducts extensive research, arrives at its 


own methods of measuring audiences and employs a forceful 
formula that sells P&G products. BROADCASTING sent Bill 
Bailey to Cincinnati to learn the details of P&G’s phenomenal 
success. Herewith is the first installment of the P&G story as 
learned in an exclusive interview with Mr. Ramsey. 
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TBA, FMBI Demand Quick Allocation 


Join in Requesting No. 1 
Channel Adoption; 


RTPB to Act 


Texts of TBA and FMBI requests 
on page 67 


PRESENTING a united front for 
the first time since allocations hear- 
ings began last September, the 
Television Broadcasters Assn. and 
FM Broadcasters Inc. last week 
filed simultaneous requests with the 
FCC that the band 44-108 mc be 
allocated immediately and that al- 
ternate allocation No, 1 be adopted 
{BROADCASTING, May 21, 28]. 

At the same time Arthur Freed, 
vice-president and general manager 
of Freed Radio Corp., New York, 
manufacturer, declared in a strong 
denunciation of the FCC’s delay in 
allocating FM, that widespread un- 
employment will result unless Com- 
mission allocates FM immediately. 

In surprise announcements 
Thursday, W. A. Roberts, general 
counsel for TBA, and Philip G. 
Loucks, FMBI general counsel, dis- 
closed that their respective boards 
of directors had unanimously adopt- 
ed resolutions urging the Commis- 
sion to allocate FM and television 
immediately in the No. 1 alterna- 
tive. 

RTPB Action Expected 


Dr. W. R. G. Baker, chairman 
of the Radio Technical Planning 
Board, has called a meeting of 
chairmen and vice-chairmen of 
Panels 2 (allocations), 5 (FM), 6 
(television) and 7 (facsimile) in 
New York Tuesday, June 5, to con- 
sider similar action. 

Signed by J. R. Poppele of WOR 
New York, president, the TBA reso- 
lution said cutbacks in use of per- 
sonnel, plants and materials in the 
electronics industry “are now tak- 
ing place and will become more 
rapid”. Several months of design 
and production engineering will be 
required after the definite alloca- 
tion before civilian production in 
quantity can use such released 
labor, according to TBA. 

From the technical viewpoint 
TBA said “design and wasteful in- 
terference with other services make 
the second alternative undesirable”. 
The first alternative is “preferred 
because of its long-range superiori- 
ty for television considering all 
factors”. 

The FMBI position corroborated 
the stand of TBA and adopted the 
reasons set forth by the TBA for 
allocating alternative No. 1 imme- 
diately. FMBI recommended, how- 
ever, that the FCC set aside a 4 
me band, 46-50 mc, for interim 
operations of present transmitters 
pending the transition to the new 
frequencies. FM currently is allo- 
cated at 42-50 me. 

Under alternative No. 1 as pro- 
posed by the FCC amateurs would 
be given 44-48 mc, facsimile 48-50, 
FM 50-68 and television 68-74, 
78-108 me. 

“Tf considered merely from the 
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practical, economic viewpoint, such 
procrastination is dangerous and 
unwise,” said Mr. Freed, “and 
tends to add to the uncertainty 
facing radio manufacturers of war 
materials who are anxiously await- 
ing the reconversion signal. These 
manufacturers employ many thou- 
sands of workers who look to them 
for a measure of security in the 
transition period between war and 
civilian production.” 

Mr. Freed declared that delays 
now will “deter engineering and 
design of postwar sets for dozens 
of manufacturers,” and bring about 
“widespread unemployment.” De- 
spite the WPB’s promise to give 
the FCC 90 days notice if produc- 
tion authorization plans are 
changed, it is possible, said Mr. 
Freed, that war requirements of 
communications equipment may fall 


far below the immediate needs of 
the military, “thus compelling WPB 
to give the go-ahead signal in ad- 
vance of any prior notification to 
the FCC”, 

The manufacturer also pointed 
out that hundreds of FM applica- 
tions have been filed with the FCC 
and that after FM is allocated, the 
applications must be refiled, speci- 
fying new frequencies, and then 
processed by the Commission. 

Meantime the FCC engineering 
department and industry engineers 
are going ahead with propagation 
tests. Reports are that Sporadic E 
already has been evident, although 
it was pointed out that tests of two 
or three months actually will add 
little data to that now in the hands 
of the Commission. 





‘Broadcasting’ Staff Changes Include 
King as M.E.; Beatty Associate Editor 


TWO NEW staff appointments and 
two reassignments are announced 
by Sol Taishoff, editor and pub- 
lisher of BROADCASTING. 

J. Frank Beatty, for the past 
decade managing editor at Wash- 
ington headquarters, has_ been 
named an associate editor, with 
Art King, newspaper editor and for 
the past year an executive assistant 
in the press division of the U. S. 
Office of Censorship, appointed 
managing editor in Washington. 

Coincident with the transfer to 
New York of Florence Small, for 
the past year in charge of the Chi- 
cago bureau, Frank A. Browne, 
formerly publicity and promotion 
manager of WJNO West Palm 
Beach, Fla., has been designated 
Chicago correspondent. 

Mr. King, who will report to Rob- 
ert K. Richards, editorial director, 
for eight years was managing edi- 


tor of the Winston-Salem Sentinel 
& Journal prior to his Washington 
war service with the Office of Cen- 
sorship. Mr. Beatty, in relinquish- 
ing his managing editor’s func- 
tions, will take over special edito- 
rial assignments at Washington 
headquarters and in the field. Bill 
Bailey continues as an associate 
editor in Washington. 

Miss Small has joined the New 
York editorial staff under Bruce 
Robertson, New York editor. Helen 
House, for three years on the New 
York editorial staff, has resigned 
to rejoin her family in Pittsburgh. 

Mr. Browne, who has taken over 
the Chicago office, has worked as 
a newspaper reporter but for the 
past seven years has been writer, 
announcer and program director of 
several stations. He was formerly 
publicity director of WJZ New 
York. 
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Drawn for BROADCASTING by Sid Hix 


“I'd Like to Buy 2% Yards of That Radio Spectrum That’s Being 
Allocated!” 





WFIL Philadelphia President 
Roger W. Clipp (r), just elected 
president of the Poor Richard 
Club, oldest advertising club in 
America, is congratulated by his 
predecessor Graham Patterson, 
publisher of the Farm Journal, 
Mr. Clipp is the first broadcaster 
ever honored with election to the 
presidency of the famed Philadel- 
phia organization. 





McCormick on 38 


McCORMICK & Co., Baltimore, is 
conducting its seasonal campaign 
for Bee Brand insecticide on 38 
stations using one-minute tran- 
scribed announcements, and chain- 
breaks from five to ten times 
weekly. Station list follows: WAYS 
WHKY WPTF WSTP WTMA WIS 
WSB WGST WMAZ WTOC 


WDOD WNOX WLAC WSGN’ 


WSFA WMBR WFOY WALA 
WWL KFPW KLRA WKY WMC 
KVSO KRBC KFDA KGKO KFY0 
KRRV KGKB WACO KWFT 
KNOW KFDM KEEW KXKRIC 
KXYZ KABC. Agency is Jones & 
Brakeley, New York. 





Hudson Newscasts 


HUDSON PULP & PAPER Corp., 
New York, major user of spot ra- 
dio for its paper napkins, is chang- 
ing from five spot announcements 
a week to three newscasts weekly 
on WBZ Boston, as a result of the 
recent survey on newscasts [BROAD- 


Duane Jones Co., Hudson agency. 
For the coming year Hudson will 
sponsor newscasts by Marvin Beh- 
rens on WBZ Monday, Wednesday 
and Friday, 12:15-12:25 p.m. Sim- 
ilar changes to news may be made 
in other territories, depending on 
sales results from WBZ. 





Cal Recordings 


CAL CONCENTRATE Co., Chi- 
cago (Cal-Cola), is distributing re- 
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cordings of 15-second announce- 
ments, featuring the Dinning Sis- 
ters, to local bottlers to be placed 
on stations in their areas. This 
marks the entry of the manufac- 
turers of Cal-Cola into the radio 
field. Production of spots was han- 
dled by Atlas Adv. Agency, Chi- 
cago. 


BROADCASTING e Broadcast Advertising 


with 
miss 
The) 
has 
can’! 
Tl 
thre 
) 6-m 


| BR 





ident 
elected 
Richard 
lub in 
by his 
tterson, 
lournal, 
deaster 
to the 
hiladel- 


8 


lore, is 
mpaign 
on 38 
tran- 
chain- 
times 
WAYS 
A WIS 
WTOC 
WSGN 
WALA 
WMC 
KFY0O 
KWFT 
KRIC 
ones & 


is 

Corp., 
0t ra- 
chang- 
>ments 
weekly 
of the 
3ROAD- 
ed by 
gency. 
n will 
1 Beh- 
1esday 
. Sim- 


ng on 


| Chi- 
ng re- 
yunce- 





Tube Manufacture 
For Civilians May 


Be Doubled 


By JACK LEVY 


FIRST relaxations affecting sta- 
tion improvements and new sta- 
tion construction were announced 
last week by the War Production 
Board, which (1) removed all re- 
strictions on production of trans- 
mitter antennas and (2) allowed 
construction or alterations costing 
up to $1,000 to be undertaken 
without WPB authorization. The 
previous limitation was $200. 

Simultaneously, the Radio & Ra- 
dar Division disclosed that consid- 
eration is being given plans to au- 
thorize production of 4,000,000 re- 
ceiving tubes a month for civilian 
purposes and that a proposal to 
channel the output into the replace- 
ment market rather than into new 
sets will be taken up at an early 
meeting of the Receiving Tube In- 
dustry Advisory Committee. The 
Division estimated 60,000,000 tubes 
will be required the first year to 
meet replacement demands and re- 
store satisfactory stock margins in 
distribution channels. 


Steel Available 
WPB’s action in removing con- 


», trols on towers resulted from cut- 


' backs in heavy military equipment 
which released substantial quan- 
tities of steel. Although not strictly 
an electronics item, the availabil- 
ity of towers will permit many sta- 
tions to initiate major improve- 
ments and may enable some FCC 
applicants to obtain conditional 
construction permits for new sta- 
tins. WPB_ recently authorized 
John E. Lingo & Son Inc., Camden, 
N. J., to produce a limited number 
of towers for distribution to broad- 
casters without priorities [BRoapD- 
CASTING, May 7]. As a result of 


the relaxation, the company is 
freed of its announced restrictions 
but until more material is available 
will manufacture radiators up to 
250 ft. only. 

Along with antennas, the Board 
removed controls on blank record- 
ing discs and spring motor (hand 
operated) accoustic phonographs. 
It was explained that all three 
items do not make use of electronic 
components and are not produced 
generally on facilities now used 
for production of radio and radar 
equipment. 

Cabinets were also released from 
restrictions but remain subject to 
the provisions of Furniture Order 
L-26A. The Division pointed out, 
however, that the placing of a 
radio chassis in a cabinet. still 
comes within the jurisdiction of 
the general limitation order L-265 
governing electronic equipment as 
this is considered a step in pro- 
duction and must continue re- 
stricted. 


Amount Raised 


The Board’s action with respect 
to construction was formulated by 
the Construction Bureau in an 
amendment to Limitation Order 
L-41 which requires specific au- 
thorization on all projects costing 
more than $200. By raising the 
amount to $1,000, the amendment 
is likely to expedite construction 
of a few stations which have re- 
ceived FCC conditional permits but 
have been denied WPB authoriza- 
tion. Several stations had proceeded 
with construction under the old 
$200 exemption after being turned 
down by WPB. 

A clarification of the amend- 
ment, issued by the Radio & Radar 
Division, points out that WPB 
basic policies governing station con- 
struction remain unchanged and 
that authorization will be consid- 
ered only for new stations in areas 
not receiving primary service un- 


der FCC standards and when the 
applicant can prove possession of 
necessary equipment. 

With regard to increased tube 
production, the Division explained 
that the proposal to authorize 
4,000,000 tubes monthly would be 
to maintain full use of productive 
facilities but that there is no as- 
surance this output can be attained 
during the present transition pe- 
riod “because of the changing de- 
mands of the military.” 


Demand for Sets 


WPB pointed out that it would 
require an average of 14tubes per 
set to put home receivers now in- 
operative back into service. The 
first 1,000,000 tubes to become 
available, if channeled into replace- 
ments, would restore 666,666 sets 
to operation while the same tubes 
would equip only 200,000 new 5- 
tube sets. WPB estimated that 
about 9% (approximately 3,000,- 
000) of radio homes are without 
receiving facilities because of the 
shortage of replacement tubes. A 
recent survey by the Office of Civil- 
ian Requirements showed an imme- 
diate demand for more than 5,000,- 
000 new receivers. 

At a recent meeting of the Tube 





Coal Co. Renews 


DELAWARE, Lackawanna & 
Western Coal Co., New York, 
sponsor of The Shadow since 1937, 
has signed a contract for contin- 
ued sponsorship through 1950. 
Company resumes seasonal spon- 
sorship Sept. 9 on Mutual 5-5:30 
p.m. for Blue Coal on 27 stations 
in the New England and Mid-At- 
lantic Area. Agency is Ruthrauff 
& Ryan, New York. In its 15th 
year on the air this fall, The 
Shadow, a Charles Michelson pro- 
duction, will be sponsored on the 
largest hook-up in its history—a 
total of 234 stations for DL&W, 
Carey Salt Co. and Grove Labs. 


WPB Eases Antenna and Building Controls 


Advisory Committee, WPB said, 
Army representatives revealed that 
some cancellations of direct Army 
orders for receiving tubes are now 
coming through and that an excess 
of materials in depots may possi- 
bly be discovered through re-exam- 
ination of stockpiles. Total stand- 
ard receiving type tube production 
during the first three months of 
1945 averaged 12,000,000 and was 
estimated at 13,000,000 for April. 


Civilian Needs 


Out of the overall tube output 
during 1943 and 1944, an average 
of about 1,500,000 tubes monthly 
has been produced for civilian 
needs, the volume increasing to 
about 1,800,000 during the first 
quarter of 1945. This compares 
with the total production (prac- 
tically all civilian type) during 
1941 of 135,000,000, or more than 
11,000,000 a month. 

In connection with demands for 
tubes for new set production, the 
Division pointed out that in 1941 
about 95,000,000 tubes (four times 
the current rate for civilian sup- 
ply) went into new receivers which 
reached the record figure of about 
12,500,000 sets that year. Of the 
remaining 40,000,000 tubes, 33,- 
000,000 were for domestic replace- 
ment and 7,000,000 for export. 

Although the current rate of 13,- 
000,000 tubes a month does not 
appear to be a very large increase 
over the 11,000,000 tubes a month 
before the war, considering the 
huge .expansion of facilities in the 
electronics industry, the Division 
explained that a large portion of 
the tubes produced for the military 
are intricate types and are more 
difficult to turn out. If the present 
capacity were devoted solely to 
civilian type tubes, it was esti- 
mated, approximately 18,000,000 
tubes a month could be produced. 

The Division’s explanation of 


(Continued on page 66) 





AMERICAN radio is at the cross-roads. 

The most important decision in radio history 
is about to be made. Allocations for the new 
broadcast services—FM and_ television—are 


is to be staked off. 

The decision does not rest with any estab- 
lished television or FM group. It is not a deci- 
sion for Congress or for the executive branch. 
Equipment manufacturers have no responsibil- 
ity reposing upon them. 

The responsibility rests with the FCC and 


made ie ahead, if not overdue. Radio’s last frontier 
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with it alone. Congress delegated to the Com- 


| mission the funétion of devising allocations. 


There is no doubt about that. The Commission 
has the scientific and technical evidence. It 
can’t divide that responsibility. 

The Commission now has come forward with 
three alternative plans of allocation for FM and 
6-me television. It proposes three months of 
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engineering tests. All that comes late. The 
Commission has available to it classified data 
of the military services collated during more 
than three years of war. Can three months of 
experimentation, however intensive, produce 
anything more conclusive than the information 
now at hand? 

Reconversion is upon us, Despite talk of war 
requirements in the electronics field auguring 
against any prompt resumption of civilian 
radio manufacture, cutbacks in other critical 
lines are coming thick and fast. They can come 
rapidly in radio, particularly if the Nip enemy 
suddenly sues for peace. 

The FCC must forget people who have axes 
to grind, whatever their financial stake. The 
man that counts is the listener and the future 
looker. Many recall the Hoover Conference 
days in the early 20’s when the standard broad- 
cast band was established. The mistakes made 


Time for Decision— 4n Editorial 


then have never been corrected and can’t be. 
The frequencies below 550 ke were and are 
best adapted for standard broadcasting by 
virtue of strong ground wave. Stations super- 
imposed upon stations on the same frequency 
by use of directionals have distorted the cover- 
age patterns. 

The same mistake should not be made in 
television and FM. It’s up to the FCC to see 
to that. The Commission should lock itself in 
its meeting room with all of the voluminous 
evidence. But it should come out of that meet- 
ing with the answer—final and conclusive— 
whether it’s upstairs or downstairs. 

The time to do it is now. Radio must not be 
left at the post because the Government au- 
thority charged with the decision failed to 
make it in time. 


History will hold the FCC responsible. 
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Stations Attack FCC Program Study 


Sustaining - Commercial 
Evaluations Held 
To Be Unfair 


SEVERAL broadcasters whose sta- 
tion operations, with emphasis on 
programming, have been questioned 
in the last two months by the FCC 
have served notice that they don’t 
intend to accept the Commission’s 
evaluation of their commercial-vs- 
sustaining time. 

In the first group of replies to 
letters sent out by the Commission 
in mid-April [BRoOADCASTING, April 
16, April 23], a dozen broadcasters 
contended that: 

(1) No station can operate “in 
the public interest” on a rigid 
format for commercial and sus- 
taining programs. 

(2) Because a program is spon- 
sored doesn’t mean it no longer is 
a “publie service” feature. 

(3) Estimates of proposed com- 
mercial and sustaining time to be 
carried as made at last previous 
license renewal periods were based 
on commercial and sustaining vol- 
ume at that time. 


Beyond Authority 


(4) While the FCC has ecriti- 
cized some stations for “too much 
commercial” and not enough “pub- 
lic service programs”, those same 
stations have scores of commenda- 
tions from various other Govern- 
ment agencies, chiefly the OWI, 
Treasury, War and Navy Depts. 

(5) In many instances the FCC 
wrongfully accused some stations 
of carrying too many commercial 
programs, inasmuch as most of the 
Commission’s analyses were made 
in specific weeks and did not reflect 
the overall year-round operation. 

In nearly every instance the li- 
censees indicated they were oper- 
ating in the “public interest, con- 
venience and_ necessity”. They 
made it plain that they felt the 
Commission was going beyond its 
scope of authority by inquiring 
into program content, as some of 


the Commission’s letters specified. 

The Commission was specific in 
some instances by pointing out that 
its analysts found the percentage 
of commercial programs carried by 
the respective stations was more 
than the renewal applications had 
estimated back in 1941 and the 
FCC wanted to know “how come?” 
In other cases the FCC informed 
broadcasters they were carrying 
only a few “public service” an- 
nouncements whereas their sched- 
ules showed far more commercial 
spot announcements. 

Apparently the FCC used sta- 
tion logs submitted with applica- 
tions for renewals and singled out 
specific weeks. In most instances 
the logs showed programs either 
were commercial or _ sustaining. 
Many stations failed to log Govern- 
ment announcements because they 
were included in commercial or 
sustaining programs which had 
large audiences. 

One of the outstanding discrep- 
ancies was reported by KFBC 
Cheyenne, Wyo. The Commission 
had analyzed the station’s program 
log for the week ending Jan. 18, 
1945, and concluded that KFBC 
was 78% commercial and only 22% 
sustaining, whereas in 1937 the 
station had estimated its commer- 
cial programs would total 17.23% 
and its sustaining features 82.77%. 

William C. Grove, treasurer of 
the Frontier Broadcasting Co., li- 
censee of KFBC, wrote a detailed 
letter in which he pointed out that 


KFBC is a Blue “bonus” station 
and that it derives no revenue from 
network programs except through 
special arrangement. Figures ana- 
lyzed by Mr. Grove for the same 
week in January show the station’s 
total commercial time as 46 4/6% 
and sustaining at 53 2/6%. 

Total revenue from network 
commercials was $1,186.50 in 1944 
and $708 in 1943, Mr. Grove in- 
formed the Commission. That was 
from special commercial programs 
rebroadcast by KFBC. 


Program Content Questioned 


The FCC also found that KF BC 
had broadcast only 12 sustaining 
spot announcements in the “public 
interest” and 592 commercial spot 
announcements. To that argument 
Mr. Grove replied that of 120 total 
hours broadcast during that par- 
ticular week, KFBC had devoted 
23.5 hours or 19.5% of its time to 
announcements or programs “which 
should be classified as completely 
in the public service”. 

The FCC said KFBC’s “program 
content” had not been “adequately 
in the public interest”. To that al- 
legation Mr. Grove replied: 

“Licensee believes under the 
policy of the Communications Act 
as to program material expressed 
by the Commission to the Califor- 
nia State Assembly of recent date 
[BROADCASTING, May 7], the Com- 
mission recognizes the impossibility 
accurately of forecasting for any 

(Continued on page 64) 





Nationwide Network Facilities 


Are Projected by Associated 


ASSOCIATED BROADCASTING 
Corp., headquartered at Grand 


Rapids, Mich., has placed an order 
with AT&T for permanent trans- 
continental facilities and proposes 
to begin fulltime operation Sept. 
16, according to Leonard Versluis, 
president. Mr. Versluis is the own- 
er of WLAV Grand Rapids, at 





RECEIVING LINE for recent Detroit reception honoring Will C. Grant 
and associates of Grant Adv., is composed of (1 to r) Edward R. Grace, 
Detroit vice-president; Will C. Grant, president; Ken Beirn, New York 
vice-president in charge; P. Wesley Combs, vice-president, New York; 
Armando, New York creative consultant, and Dave Echols, executive 
vice-president, international division. Some 300 businessmen and mem- 
bers of the Michigan area advertising profession attended. 
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which headquarters of the com- 
bined transcribed and wire opera- 
tions are maintained. 

Responding to an inquiry from 
BROADCASTING, Mr. Versluis con- 
firmed placement of the AT&T 
order for permanent Class A facil- 
ities. He said it would be premature 
to announce the station lineup, 
rates and corporate structure. 

Top personnel, in addition to 
himself, includes Roy C. Kelly, ex- 
ecutive vice-president; Richard F. 
Connor, vice-president in charge of 
operations; Clayton W. Kuning, 
vice-president & general manager; 
William G. Henderson, vice-presi- 
dent & director of station relations, 
and Van C. Newkirk, vice-president 
in charge of West Coast operations. 

Mr. Versluis said other network 
plans will be announced when per- 
fected. Last year, when Associated 
broadened its commercial base be- 
yond the religious field, Mr. Ver- 
sluis declared the plan was to go 
into fullscale live network opera- 
tion with emphasis on secondary 
markets. 





GROVE LABS., St. Louis, has named 
Olian Adv. Co., St. Louis, as agency for 
Videx pain reliever to prepare tests. 
Day spots have been placed on WMBR 
WPDQ WJAX WROL WBIR WNOX. 
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U. S. STEEL PLANS 
FALL DRAMA SERIES 


UNITED STATES STEEL Corp, 
New York, will make its debut ag 
a network sponsor Sept. 9, when 
it starts Theater Guild on The Air 
on the Blue, to be broadcast Sun. 
day, 10-11 p.m. Series will consis 
of radio adaptations of popular 
theatrical productions, with the 
stars who created the roles on the 
stage appearing in the radio ver. 
sions when possible. 

Steel company first began negp. 
tiations with Theater Guild last } 
August for the series, but lack of 
suitable time blocked progress at 
that time. Decision of American 
Meat Institute not to continue its 
sponsorship of Life of Riley, cur. 
rently on the Blue, Sundays, 10. 
10:30 p.m., opened the time for 
the new program. BBDO, New 
York, is the agency on the U. §. 
Steel account. 


Gen. Arnold Is Honored 


By Radio News Analysts 


GEN. H. H. ARNOLD, Commani- 
ing General, Army Air Forces, was 
guest of honor at an off-the-record 
luncheon of the Assn. of Radio 
News Analysts at the Hotel Statler, 
Washington, last Thursday. John 
W. Vandercook, NBC, past presi- 
dent, acting for President Lowell 
Thomas, now abroad, thanked Gen. 
Arnold for transportation and 
courtesies afforded radio commen- 
tators covering the war. Col. Wil- 
liam Westlake, assistant to the d 
director, Bureau of Public Rela- | 
tions, AAF, also was a guest. 

Among ARNA members attend- | 
ing were, in addition to Mr. Van- | 
dercook: Quincy Howe, Johannes | 
Steel, Maj. George Fielding Eliot, 
Cesar Searchinger, Bernard Her- 
shey, William L. Shirer and Max 
Hill, all of New York; Bill Henry, 
H. R. Baukhage, William Hillman, 
Washington. 











Two Articles on Radio 


In ‘Fortune’ June Issue 


COMDR. EUGENE F. McDON- 
ALD Jr., president of Zenith Ra- 
dio Corp., Chicago, is subject of a 
biographical sketch in the June 
issue of Fortune magazine. Titled 
“Commander McDonald of Zenith”, 
story states that “he has combined 
business with pleasure to the 
greater glory of both.” 

In same issue is an article titled 
“Philips of Eindhoven”, telling why 
the worldwide radio and electri- 
cal manufacturing concern thinks 
it can beat American firms in the 
contest for the postwar markets. 


Sadler Liberated | 
LT. GEORGE W. SADLER,} 
WRVA Richmond announcer on} 
leave with the Army Air Forces, | 
has been liberated from a German | 
prison camp and cabled that he 
has not been a victim of atrocities. 
A captive since early December, 
Lt. Sadler expects to return from 
Paris shortly for a 60-day leave. 
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jOWA PREFERS WHO 
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means to keep this trust / 


This is the story of a touching episode that hap- 
pened here recently. It sounds “too good to he 
true”’—but it IS true. We thought you'd be 


interested. 
WHO's War Bond sales by mail were booming. 


Each week the impressive total advanced. One mil- 


lion dollars ... two... three... nearly six! 


No one followed the campaign with more interest 
than did a little widowed mother of four children, 
living in a small Iowa town. She wanted desperately 


to “Buy Bonds”, too, but lack of money prevented. 
Never had she felt her poverty so keenly. 


And then—sudden wealth! Unexpected settlement 
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of an old estate brought her a bank draft of almost 
$11,000. . . . The little widow thought of all the 
things she needed—of al! the things her children 
needed. Then she mailed the endorsed check to 
WHO, asking us to Buy Bonds for her. 


We telephoned to ask her about certain details of 
alternate beneficiaries, ete. “I know nothing about 
business,” she said. “You handle it for me. What- 
ever you do will be all right. I !isten to WHO every 


day, and I know I can trust you to do what’s best.” 


Yes, it made us proud. We think it ought to make 
you advertisers proud, too. Because it’s your con- 
fidence in us that enables us to operate the kind of 


station that lowa people trust. 


& WHO for lowa PLUS 


Des Moines . . . 50,000 Watts 
B. J. Palmer, President J. O. Maland, Manager 
FREE & PETERS, Inc., National Representatives 
June 4, 1945 
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Radio Censorship Danger Scored 


Management Warned 
Own Action Will 


Cause Control 


By COURTLAND D. FERGUSON 
President, Courtland D. Ferguson Inc. 


THE QUESTION ... “Is radio in 
danger of government  censor- 
ship?” The answer... “Yes.” The 
question .. . “Will this censorship 
be brought about 
by govern- 
ment bureau- 
crats?” The an- 
swer ... “No.” 
The question... 
“Is it possible 
that government 
censorship could 
be brought about 
by radio manage- 
ment itself?” The 
answer... “Yes.” 

I am utterly opposed to govern- 
ment censorship of radio. I am 
afraid that radio management may 
bring it upon itself. That is the 
reason for this article. 

As you decide the policies of ra- 
dio stations and radio networks, 
you are powerful men. Today, you 
have the right to say what shall 
and what shall not go on the air. 
Today, you have the right to ban 
anything from the radio. Today, 
you are dictators over the facili- 
ties you control. Today, you have 
more business than you can handle; 
so you can refuse what you will. 
Today, you are radio and you hold 
in your hands the future destiny 
of this marvelous medium for dis- 
seminating public information and 
for influefcing the economic life 
of this nation through radio adver- 
tising. 

But what of tomorrow? Will the 
control rest with you or with some 
government bureau? If you be- 
come high-handed and arbitrary in 
your decisions it will be taken 
away from you. As time goes on, 
if hundreds of different radio sta- 
tions have hundreds of different 
policies, the Government may move 
in and say, “We will tell you what 
to accept and what to refuse. We 
will tell you what can be said and 
how it must be said.” If that hap- 
pens, that will be the end of free 
radio in this country. 

I would fight that with every 
force I could command. 

What of today? To me, there are 
many straws in the wind which 
seem to indicate that this situation 
may develop in the radio industry. 
In many cases, continuity accept- 
ance departments are becoming 
more brazen in their dictation to 
advertisers as to what shall be per- 
mitted on the air. They have ceased 
to be guided by decisions of the 
Federal Trade Commission or 
the Food and Drug Administration 
as to what is false and misleading. 
They have ceased to be guided by 
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Mr. Ferguson 





THE WRITER, head of the agency bearing his name, has a 
complaint. He has worked on stations. He’s been in the agency 
end in Washington, Baltimore and Richmond for 13 years. 
He has specialized in radio. Among his current radio accounts: 
Resinol Chemical Co., Baltimore; Virginia Conservation Com- 
mission; Smith-Douglass Co. (fertilizers), Norfolk; James G. 
Gill Co. (coffee), Norfolk; Schindler’s Peanut Products, Bal- 
timore; L. S. Briggs Inc. (meat products), Washington; Mann 
Co. (potato chips), Washington; Dethol (insecticide), Wash- 
ington; High’s Ice Cream Co. The editors present herewith his 
comments as those of an agency executive specializing in the 
use of radio who has a right to express his views. 





good taste. In some cases they 
must be pleased. Naturally, radio 
management backs up these de- 
partments, or they could not make 
their decisions stick. 

I believe that advertising agen- 
cies and production people generally 
could cite dozens of cases where 
they have felt they have been sub- 
jected to high-handed and arbitrary 
decisions on the part of radio man- 
agement and continuity acceptance 
departments. Just a few cases in 
point. One station says it will only 
accept certain type of program at 
a certain time of day. Another sta- 
tion says it will not accept tran- 
scriptions, Another says it will not 
accept singing jingles. Another says 
it will not accept proprietary ac- 
counts. Most of the leading stations 
say that all copy has to be cleared 
with their continuity acceptance 
departments which means it has to 
pass their censorship before it can 
run. 

This happened to us. We placed 
a one-minute electrical transcrip- 
tion on a number of leading sta- 
tions in the East. This transcription 
contained a message about the state 
of Virginia, placed for the Virginia 


Conservation Commission. It did 
not tell people to travel. It is a 
build-up for postwar vacation busi- 
ness. It was refused by one station 
on the basis that they were carry- 
ing sustaining ODT announcements 
telling people not to travel. How- 
ever, there was no government 
policy or regulation against such 
advertising. All other media in that 
area carried such advertising for 
different states including the sta- 
tion’s own state. However, the mes- 
sage of this state which is our 
client was banned from the facili- 
ties of this radio station because a 
continuity acceptance man decided 
it should not go on the air. To my 
mind, such decisions multiplied over 
a period of time can bring on gov- 
ernment censorship of radio. 

Gentlemen, you have the power 
to say what shall and shall not go 
on the air, If you become arbitrary 
and high-handed ... if you be- 
come dictators of the airwaves .. 
you will lose that power. If you 
become amateur bureaucrats, the 
professional bureaucrats will move 
in and take over. I hope I may never 
see that day in America. 





AFRS Station 


Credited With 


Selling 70% of SWPA Bonds 


EFFECTIVENESS of Armed 
Forces Radio Service “commer- 
cials” has been demonstrated in an 
unofficial survey conducted by the 
Army. After a poll taken through- 
out the Southwest Pacific, results 
showed that in June 1944, WVTA 
Finschaffen was credited with the 
sale of 70% of all War Bonds sold 
in SWPA. 

In a 30-day period in March of 
this year, WVFT Hollandia re- 
duced pilferage 37% at the base. 
In September, 1944, WVTE Oro 
Bay was commended for reducing 
accidents in the area by 45% and 
WVTK Leyte was praised by the 
Surgeon General for a campaign 


which constantly lowered the cas- 
ualty rate from Schistomosiasis 
(blood fluke disease). The Jungle 
Network, composed of all stations 
in the SWPA, was aclaimed for 
reducing the problem of souvenir- 
ing among combat troops, by the 
Counter Intelligence Section. 
AFRS feels this survey points 
out the potent power of the sta- 
tions, both individually and collec- 
tively, as a network. They are ex- 
amples of the ability of the sta- 
tions to reach a vast number of 
GI’s, and not only to entertain 
them, but also to accomplish re- 
sults that have a high military 
value to operations against Japan. 
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Hillman Selected 


For Truman’s Trip 


Mutual Wins Network Drawing 
For San Francisco Speech 


WILLIAM HILLMAN, Mutua] 
Washington commentator, will rep. 
resent the four major networks on 
President Truman’s trip to the 
United Nations Conference on In. 
ternational Organization in San 
Francisco. Although the date is not 
definite, it likely will be sometime 
this week. 

J. Leonard Reinsch, managing (i. 
rector of the James M. Cox stations 
(WHIO WSB WIOD), President 
Truman’s radio adviser, also will 
accompany the President. 

Although the three major news 
wire services—AP, INS and UP— 
were permitted to send their own 
respective correspondents, radio, 
the newsreels, still picture services 
and independent newspapers were 
allowed only token coverage, one 
representative for each group, 
Application of Transradio Press, 
the fourth news wire service, to 
send its own correspondent was re- 
jected and TP must take coverage 
from the newspaper pool. 

At a meeting in Washington 
NBC offices Thursday, Kenneth 
Berkeley, representing the Blue; 
William R. McAndrew, NBC; Earl 
Gammons, CBS, and Charter Hes- 
lep, MBS, drew straws to determine 
which of the networks would get 
the assignment. Mutual won and 
immediately designated Mr. Hill- 
man to make the trip. is 

Plans are to do a four-network 
broadcast from San _ Francisco, 
shortly after the President arrives. 

After the pooled broadcast the 
networks will be on their own. Mr. 
Hillman will accompany President 
Truman on the return trip to Wash- 
ington. Two planes will be used, al- 
though seating had not been dis- 
closed late last week. Joseph Fox, 
Washington Evening Star, presi- 
dent of the White House Corre- 
spondents Assn., was designated to 
handle the newspaper pool for east- 
ern publications and Paul R. Leach 
of the Chicago Daily News will rep- 
resent western papers. 





WFIL Scoop 


NEWSPAPERS in Philadel- 
phia were forced to go to 
WFIL recently for a major 
story which broke right in 
their own front yards. Act- 
ing on a private tip, the sta- 
tion learned of the return of 
Philadelphia representatives 
from the United Nations Con- 
ference in San Francisco, and 
was on hand with recording 
devices to get interviews at 
the railroad terminal. Other 
stations and newspapers 
in town missed the story en- 
tirely except for what the 
press picked up from the 
WFIL broadcast on an early 
evening news period. 
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You know the nature of the iceberg—only 1/12 is 


{ exposed. 


And there’s a big hint in that big iceberg, for radio 


advertisers. 
There’s a lot that’s not seen when you buy radio time. 


There’s only one yardstick for smart, successful time 
buying . . . look deep for the three big facts about any 
station: (1) Coverage (2) Listeners (3) Cost of each 
listener. 
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U.S. Navy Photo 


_,. that’s not all of it 


That’s when you get the whole picture. In Baltimore 
W-I-T-H 


delivers the largest number of listeners per dollar 


the independent radio station 


spent. 


WeI-l’H 
Baltimore, Md. 


* Represented Nationally by Headley-Reed 





Tom Tinsley, President 
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Ze 
As you probably know, many of the electronic 
marvels of this war have been made possible 
by the successful harnessing of Super High 
Frequencies. The scientists at Bell Telephone 
Laboratories have taken a leading part in this 
work with MICROWAVES. 

The devices they have designed have been 
built in vast quantities by Western Electric. In 
this work, Western Electric has added greatly to 
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MARINE RADIO AVIATION RADIO MOBILE RADIO 





Western Electric has specialized 


: 
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its fund of specialized knowledge and manufac- 
turing techniques. 


These wartime microwave developments hold 
great promise for the future of communications 
and television. From the audio band and ex- 
tending through the many services in the radio 
frequency spectrum up to the frontiers of super 


high frequencies, count on Western Electric - 
equipment to lead the way! During the 7th War Loan Drive, 
buy bigger, extra War Bonds! 


qusetet® 
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te) SOUND SYSTEMS TELEVISION SOUND MOTION PICTURES COMPONENT PARTS 
‘ed knowledge in all of these fields 





Wide Advertising Use of Television 
Foreseen Within Five Years After War 


TELEVISION as an advertising 
medium will be in widespread’ use 
within five years after government 
controls on production of equipment 
are lifted, Winslow H. Case, vice- 
president of Campbell-Ewald Co., 
predicted last week on the basis of 
a study made by the agency to de- 
termine the potentialities of tele- 
vision advertising after the war 
and what preparations may be 
made for its advent. 


Dividends Seen 


Campbell-Ewald may establish a 
separate television production de- 
partment if a continuing study dis- 
closes that this is the most efficient 
operating medium, Mr. Case said. 
To do the job correctly a specially 
trained staff of writers, artists, 
announcers and directors may be 
necessary. 


Mr. Case foresaw dividends in the 


future for advertisers gaining ex- 
perience at present in nonprofitable 
video advertising. He pointed out 
that several experimental stations 
charge nothing for time and all that 
has to be paid for are production 
costs. He also thought it possible 
that in the first phase of local tele- 
casting when programming prob- 
lems will be acute, stations will do- 
nate time to advertisers who can 
supply good programs on film. Live 
talent, he explained, could come 
from amateur theatrical groups. 
Television stations may pop up 
all over the country as did radio, 
Mr. Case said, with receiver output 
proceeding at about the same pace 
as sending equipment. The contro- 
versy on the question of video wave- 
lengths is causing “needless 
alarm”, Mr. Case declared. Even if 
wavelenths are altered, two types of 


New RCA System 
NEW SYSTEM of radiotelegraph 
transmission permitting the simul- 
taneous employment of eight chan- 
nels handling 488 words a minute 
both inward and outward, corre- 
sponding to eight channels each 
way with an individual channel 
speed of 61 words a minute, has 
been developed by RCA and put 
into operation between New York 
and London. 





transmitters would be in use and 
sets purchased immediately after 
the war would be serviceable for 
several years. 

Construction progress on _ the 
coaxial cable of the American Tele- 
phone & Telegraph Co., linking Los 
Angeles and New York, will be a 
key factor in the growth of tele- 
vision network shows, he declared. 
Conservative estimates are that this 
too will be completed five years 
after the lifting of production con- 
trols but some predict much less 
time will be required. 





Texas 
KFDM—Beaumont 
KFYO —Lubbock 
KGNC —Amarillo 
KRGV —Weslaco 
KTSA —San Antonio 


Louisiana 

KRMD—Shreveport 

Oklahoma 

KADA—Ada 

KBIX —Muskogee 

§ KCRC —Enid 

KGFF —Shawnee 
KOME—Tulsa 

. KTOK—Oklahoma City 
KVSO —Ardmore 


— 


New Mexico 
KGGM—Albuquerque 
KVSF —Santa Fe 











Affiliates 


THE LONE STAR CHAIN 


THE OKLAHOMA NETWORK 


Sales 
Offices 


New York Hollywood 


Chicago 
Dallas’ Portland 


GENERAL OFFICES— 
AMARILLO 


laytor UWE S NOWDEN 


ef Here’s 


San Francisco 





Where We 
Can Really 
Help You! — 
We know each individual 
market in the Middle West — 
and Southwest. Our inti- 
mate knowledge and experi- 
ence in this rich, responsive 
territory can be of invalu- 
able assistance to you when 
it comes to building a spot 
campaign that will get the 


maximum results. Let us 
help you—now! 
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Other Fellow’s 
Viewpoint 








AFM Sacrifice 


EDITOR BROADCASTING: 

In your issue of April 23, 1945, 
re cancellation of radio programs 
due to the sudden and unexpected 
death of President Roosevelt, you 
state the cost to the networks was 
between 2% and 3 million dollars, 

We are well aware that these can. 
cellations may well have cost such 
a sum, but the loss was not all 
borne by the networks. 

The Board of Directors of the 
Musicians Mutual Protective Assn,, 
Local 47, AFM, cooperated with 
the local network offices, as is wit- 
nessed by letters of thanks received 
from them, and granted em a 
clearance so they did not have to 
pay the musicians. 

We were indeed glad to be able 
to make this gesture, which met 
with the full approval of the mem- 
bers involved. As you may know, 
we require a two weeks’ (14) days’ 
notice to cancel any of the radio 
programs without payment to the 
musicians, which requirement we 
waived. 

J. K. WALLACE, 
President, Local 47, AFM, 
Los Angeles. 





Straus Given Trophy 


FOR outstanding contributions to 
interracial harmony through radio, 
Nathan Straus, president of 
WMCA New York, was presented 
with annual Unity Award trophy 
of the Inter-Racial Film & Radio 
Guild Inc. in Los Angeles Shrine 
Auditorium. Also cited and given 
scrolls were NBC Army Hour and 
Destination—Tomorrow, recent se- 
ries on CBS Pacific stations. Radio 
personalities honored included: 
Bing Crosby, Bob Burns, Norman 
Corwin and Orson Welles. Receiv- 
ing scrolls were the Southernaires, 


Blue vocal ensemble; the Char- 
ioteers, NBC quartet; Eddie 
(Rochester) Anderson of NBC 


Jack Benny Show; Eddie Green of 
NBC Duffy’s Tavern; Ben Carter 
and Mantan Moreland of NBC Bob 
Burns Show; John B. Hughes, 
commentator, and Al Jarvis, m.c., 
of KFWB Hollywood. 





Video Theater Planned 


AMERICA’s first television theater 
will be built in Libertyville, Il., by 
Fred W. Dobe, industrial engineer, 
head of a syndicate which includes 
A. J. Balaban, Roxy Theater man- 
ager in New York, according to 
Mr. Balaban. The Dobe-Balaban 
combine already owns and operates 
the Liberty Theater in Liberty- 
ville. Plan is to set up the television 
theater with subdivisions for si- 
multaneous presentation of varied 
types of video entertainment, let 
ting customers take their choice. A 
site has been purchased for the 
building but no estimate of total 
cost is available. 
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CALLS ‘EM AS HE SEES ‘EM, ON KDKA 


Industrial Pittsburgh works hard, plays hard.. takes a 
large part of its relaxation in hearing about sports- 
events it cannot attend. The KDKA tri-state primary 
area would probably assay more ardent sports-fans to 
the square mile than any other section of the 
country. 

Every evening at 11:15, Monday through Saturday, 
Johnny Boyer winds up on KDKA and delivers himself 
of a rapid-fire “Whirl Around the World of Sports” 
.. a mecessary radio-nightcap to allay the sports-hunger 


of thousands of fans, ere they call it a day. 





WBZ ° 





WESTINGHOUSE RADIO STATIONS Inc 


WBZA 


REPRESENTED NATIONALLY BY NBC SPOT SALES— EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


In ten minutes, this veteran KDKA sportscaster runs 
the whole gamut of sports.. late scores, timely news and 
comment on local and national events, human-interest 
and background stories, forecasts on sporting-events to 
come. To his loyal listeners, Johnny Boyer is, literally, 
the last word in sports. 

This competent, comprehensive, immensely popular 
eleventh-hour round-up of sports is another example of 
the perfect gearing of 50,000-watt KDKA to one of the 
nation’s great markets. NBC Spot Sales has the proof 
that any time is a good time on KDKA. 





* WOWO ¢ KEX «+ KYW * KDKA 












Does U. S. prosperity depend on 
doubling foreign trade? “Yes!” said 


Is the war breaking down moral 
standards? “Yes!” says Wwene 
Dunne. Eric Johnston. 


Should we change Germany from an 
industrial to an azricultural nation 
“Yes!” said Rex Stout. 


Special San Francisco Peace Con- 
ference program, Jeseph C. Grew. 


Mind if we do a little talking 
about Town Meeting, Mr. Denny? 








Should all Germans be punished for 
Nazi crimes and atrocities? “Yes! 
said Major Erwin Lessner. Connally. 





OU can’t imagine how gratifying the recent 
b ppeetir atte of Town Meeting has been to us 
at the Blue. 

We've had a lot of people try to tell us that so- 
called “‘prestige programs” aren’t popular with 
the public. There’s a feeling that they have to be 
dull or they’re not service programs. We’ ve never 
listened to that talk. We’ve always believed that 
the American people want the best that radio can 
give them in every feld—and that a program has 
no excuse for being dull, even if it does set out to 
do a good job of informing the public. 


Special San Francisco Peace Con- 
ference program, Senator Tom 


In America’s Town Meeting we felt that we 
had a program that more Americans should be 
listening to. We thought of it as an obligation on 
the part of all of us to the American public—to 
keep them informed in these critical times about 
both sides of the issues facing our country. We 
saw that, more than ever before in its history, 
there was a greater need for Town Meeting and 
what it stood for. Ben Gross of the New York 
Daily News put it pretty well. He said: “No one 
who is interested in what’s happening can afford 
to miss the Town Hall broadcasts.”’ 


Should we let one man commit U.S. 
to use force? “Yes!” said Senator 
Joseph Ball. Durant. 
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Does U. S. rosperity depend on 
7 Wil Daz U8. pray trade? “No!” said 
dd Dr. John Lee Coulter. 


Should all Germans be punished for 
Nazi crimes and atrocities? “No! 
said Dorothy Thompson. 


“Yes!” said 


When The Reader’s Digest, looking for a pro- 
gram that would be timely and of real service to 
the nation, decided to sponsor Town Meeting, 
we had another helpful hand in the job of im- 
proving and promoting the show. We all had one 


aim in mind: to make Town Meeting more 
interesting to more people. 

What happened? Well, frankly, we are still 
kind of amazed at the results. The average audi- 
ence for America’s Town Meeting has been more 
than doubled, once reaching a Hooper high of 7.8. 
We have more than a sneaking suspicion that no 
other forum in radio history has ever had any- 
thing like the listening that Town Meeting has 
been pulling down in recent months. 

This popularity is due to show improvement— 
and good promotion. Just last week the College 





Is there a satisfactor: A substitute for 
the’ profit motive? “Nol!” said HW. W. 
Prentis, Jr. 


Exactly what is America fighting 
for? Senator Claude Pepper. 
Herbert Smith. 


of the City of New York made an award to 
Station WOWO, our affiliate in Fort Wayne, 
Ind., for the sales promotion job they did on 
America’s Town Meeting. 

We are proud of the severa: programs we have 
which rank first among all the programs of their 
type: America’s Town Meeting . . . The Boston 
Symphony . . . The Metropolitan Opera . . . The 
Herald Tribune Forum . . . The March of ‘Time 

. the Road Ahead . . . The Army Air Force 
program ... Meet Your Navy . and several 
others. They are helping to prove that public 
service shows can be good shows if they are ap- 
proached with the determination to make them 
listenable as well as effective. 

That’s one of the things we are doing over 
here—and making good progress too. 


AMERICAN BROADCASTING COMPANY 


the Blue Network 


Should we change Germany from an 
industrial to an agricultural nation? 
“‘No!” said Dean Christian Gauss. Field. 


ment control? “No!” said 





Ts the war breaking down moral 
standards? “Yes!” said Rev. 3. 








Is Democracy threatened by Govern- 
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It’s the Touch! 


Without the know-how touch of the milker 
the world’s champion dairy cow would not 
give enough butter fat to spread an oyster 
cracker. 

And so it is with radio broadcasting. Watts 
alone are must have the 
know-how touch in this business of public in- 
terest, convenience and necessity, if a job is 
to be done. We'll let an advertiser speak 


for WWVA: 


helpless—they 


“If we didn’t know you as well as we 
do, we would say it was pure luck that 
our offer is clicking. But, being fa- 
miliar with that exceptional touch you 
have for increasing mail returns, we 
know that it took seasoned judgment 
on your part to give us a simple sug- 
gestion which is resulting in such 
fine returns.” 


— ASK A JOHN BLAIR MAN — 





Basic Blue Network 





r ONE OF THE WORLD'S BETTER RADIO STATIONS 
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Serials Should Render Public Service 
And Entertain, Irna Phillips Believes 


DAYTIME serials can and should 
render a service to the listening 
public as well as provide entertain- 
ment, according to Irna Phillips, 
veteran serial writer whose three 
General Mills programs consistently 
tackle the most serious problems 
confronting the nation. 

Miss Phillips, whose Guiding 
Light, Today’s Children and Wom- 
en in White are heard consecutive- 
ly on NBC five times weekly, said 
network and sponsor policy often 
interferes with “our doing a com- 
plete job” on some controversial 
subjects. 


As a promotional stunt in eo 
nection with a soldier’s appear. 
ance on the program, General Mi 
offered copies of a newspaper 
which, in the story, he was supe 
posed to be publishing. Three ra. 
dio announcements of the offer 
brought in more than 200,000 re 
quests, Miss Phillips said. 

Having worked with numeroug 
Government and welfare agencies 
on various projects and problems, 
Miss Phillips is now cooperating 
with the Labor Dept. on a series 
which is to go into Today's Chil 
dren, she said. Racial issues will be 
included. 





P&G, Top 


answer. He hired a writer, dictated 
the first few installments of a con- 
tinued story. Mr. Milligan called 
his heroine “Ma Perkins”. 

Perhaps it’s because of Ma Per- 
kins and several other dramatic 
serials subsequently sponsored by 
P&G that daytime continued stories 
have become known as “soap 
operas”. But to Bill Ramsey and 
his cohorts at P&G “them’s fightin’ 
words”. 

Mr. Ramsey abhors the phrase 
“soap opera” and thinks it tends 
to belittle a type of entertainment 
dear to hearts of millions of lis- 
teners. He hastened to clear up 
any mistaken ideas that Procter 
& Gamble sponsors only dramatic 
serials. 

A schedule of P&G radio produc- 
tions the last 22 years and its cur- 
rent lineup of more than 25 pro- 
grams discloses a diversity of en- 
tertainment ranging from news, va- 
riety and music to audience par- 
ticipation and drama. Of late, the 
company has gone more heavily 
into nighttime radio less suited to 
continued stories. 


P&G has not yet found any type 
of daytime program to replace com- 
pletely the dramatic serial as an 
effective sales tool for its products, 
said Mr. Ramsey. 


“As far back as history goes, 
people have had plays,” he said. 
“Radio in 1945 is no different from 
the current vehicle of entertain- 
ment 1,000 years ago. People want 
drama. The daytime series must be 
good entertainment. If they were 
not, people would refuse to listen 
to them. The women of today won’t 
accept just anything. Anyone in the 
entertainment field knows that and, 
if the American housewife likes 
our programs, as she obviously does, 
certainly there must be a lot of 
worth in them.” 

That’s Bill Ramsey’s answer to 
critics of the daytime serial. On 
the other hand, P&G isn’t top-heavy 
in that type of production. Prof. 
Quiz, the original question-and- 
answer audience participation pro- 
gram, was sponsored by P&G in 
behalf of Teel back in 1939-40. 

Among current network produc- 
tions under the P&G aegis are 
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Air User, Doubles Sales 


(Continued from page 15) 


these: FBI in Peace and War, Gas. 
light Gayeties, Rudy Vallee, Glamor 
Manor, Breakfast in Hollywood, 
Perry Mason, Woman of America, 
Truth or Consequences, to mention 
a few. 

Some preducts which normally 
are heavily advertised in peacetime 
are off the market today as a result 
of the war. Nonetheless, P&G is 
eyeing the future and making plans 
that include radio in all its forms. 
Television is getting serious con- 
sideration. So are FM and fae- 
simile, as well as standard broad- 
casting. 

“We're continually on the look- 
out for new talent and new ideas,” 
said Mr. Ramsey. “We have an ap- 
propriation for experimental pur- 
poses and when we discover the 
type of show we think the people 
will like, we put it on the air.” 

It Takes a Year 


As for experiments in radio, P&G 
is willing to give a new program a 
good test run before casting it aside 
as a flop. According to Mr. Ramsey, 
who has studied listener reaction 
and all phases of broadcast adver- 
tising, in most cases a new day- 
time production should be given a 
full year before it is branded either 
success or failure. 

A few programs click from the 
start. Generally, however, they re 
quire time to become daily listening | 
habits. “Many, many casualties | 
could have been successes had the 
sponsor stuck by them a little 
longer,” he explained. For night 
time shows, Bill Ramsey suggested 
that often a two-year test is neces- 
sary. He laughed off the advertiser 
who buys spot announcements for 
a week or even a month and expects 
to double his business. 

“Successful broadcast advertis- 
ing requires that the public be 
constantly reminded of your prod- 
uct,” he said. “Radio is a great 
medium, but it isn’t a fly-by-night 
affair. It’s part of our daily lives 
and it must be so treated.” 

[Next week BROADCASTING 
will recount P&G’s wide ex- 
perience in testing various 
types of programs, reaching a 
formula successfully applied 
over the last decade.] 
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Le COMBINATION ts GEORGIA 


sination of Stations Can Cover 
s Three Major Markets 


© WGST % ATLANTA 


ee 


ee a LY.V4 NV VVerol 
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AVAILABLE AT COMBINATION. RATES ) All C B S 


* 1000W 
AT NIGHT 


NO SINGLE STATION, regardless of power, has a strong 
enough signal to deliver primary coverage of Georgia’s 
three major radio markets. 


But the GEORGIA MAJOR MARKET TRIO, consisting 
of the three CBS stations in these three markets 
does the job 

— AT ONE LOW COST 


™ GEORGIA 22 TRIO. 


Represented by THE KATZ AGENCY, Inc. 

















PEORIA MARCHES ON 
WMBD Answers ‘Time’ Article 
With Progra 


STINGING REBUKE in the form 
of a radio program went to Time 
Magazine from WMBD Peoria on 
May 24 in response to an article 
on that city in Time, deeply resent- 
ed by Peorians. The 25-minute pro- 
gram, an “open letter to Time 
Magazine”, started in the belittling, 
“leg-pulling” style of the original 
article, then changed when a citizen 
came on in defense of the city. 

From there on, the script dra- 
matized the writing of a letter to 
Time from the citizens, telling of 
Peoria’s industries, war record, re- 
habilitation plans, farming, educa- 
tion, civic programming, music, 
and various other features of which 
Peorians are proud. Done with 
musical backgrounds and bridging, 
program was transcribed and a 
copy was sent to Time. 





WRECKAGE caused by Jap kamikaze suicide plane which attacked the 
hospital ship USS Comfort off Okinawa, is described in a wire recording 
for the Army Hour by Maj. Henry Putnam, (r) formerly of KGMB and 
KHBC Honolulu, and S/Sgt. Mike Cassidy, ex-KUTA Salt Lake City. 
This was once the ship’s surgery, where 29 persons died in the attack. 


THE BRANHAM COMPANY 
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Se eee lee 
KFMB San Diego, Calif. 
Se ee 
WwcPeO .. . ... Cincinnati, Ohio 
es. fae a 
-WNOX ... 
Woes) oY 
ae a 
KRIC 
KWBU . . . Corpus Christi, Texas 
Re a ete ts OS 
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Hot Springs, Ark. 


Shreveport, La. 


Jackson, Tenn. 
Knoxville, Tenn. 
. . Memphis, Tenn. 
Austin, Texas 


Beaumont, Texas 


Dallas, Texas 
Charleston, W. Va. 
Clarksburg, W. Va. 
Huntington, W. Va. 

Parkersburg, W. Va. 
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KRLD Renewal Hit 
By Texas Cleric 


Liquor Ads to Be Fought to 
High Court Says Minister 


THREATENING to carry his 
fight for time on the air to oppose 
beer and wine commercials to the 
U. S. Supreme Court if necessary, 
Rev. Sam Morris, Texas Baptist 
minister and _ prohibitionist, has 
filed petition with the FCC protest. 
ing renewal of the license of KRLD 
Dallas. 


Joining Mr. Morris in the peti- 
tion was Henry M. Johnson, Louis. 
ville attorney and president of the 
Kentucky Sunday School Assn. A 
news release from Mr. Johnson 
stated that he and Rev. Morris 
were chosen by the National Tem- 
perance & Prohibition Council at 
a meeting in Washington to “test 
out the legality of the complained 
of practices” and that the test, “if 
necessary, will be carried through 
the courts to the Supreme Court 


of the United States’. 
Motions Denied ( 
‘Rev. Morris vainly attempted 


last year to protest the license re- 
newals of WFAA Dallas, WBAP | 
Fort Worth and KGKO Dallas- 
Fort Worth, which had been desig- 
nated for hearing under the du- 
opoly regulation. His motions to in- 
tervene and to enlarge the hearing 
issues were denied. A subsequent 
petition for rehearing also was de 
nied. 

Using the same method of pro- 
cedure, except on a more elaborate 
scale, that he used in the WFAA, 
WBAP, KGKO cases. Mr. Morris 
charged that KRLD sells its choice 
time to beer and wine interests to 
present the most “glamorous ap- 
peal” to buy and drink alcoholic 
beverages. He alleged, too, that 
KRLD has refused to sell prohibi- 
tion elements time to oppose the 
commercials. 

Eliot Lovett, Washington coun- 
sel for KRLD, in a reply brief filed 
last week, generally denied the al- 
legations, pointed out that the Mor- 
ris petition was aimed largely at 
interests other than KRLD, and 
asked the Commission to disregard 
the complaint. The Morris petition 
complained against CBS, Mutual, 
Blue, the NAB and several stations 
and charged that radio generally 
sells time to breweries and wine 
makers but refuses time to prohi- 
bitionists. WHAS Louisville was 
set out as a “good example” inas- 
much as that station had sold time 
to the Morris interests. 

KRLD was one of more than 60 
stations placed on temporary Ili 
cense in late April while the Com- 
mission investigated its operations 
under the FCC new cemmercial-vs- 
sustaining renewal policy. The li- 
cense was continued temporarily to 
July 1. 





















RCA COMMUNICATIONS Inc., New 
York, May 18 resumed radiotelegraphic 
service between United States and Den- 
mark and Norway. Circuit is now open 
for personal and “non-transactional” 
business messages. 
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NEW YORK 


.M-G-M Newsreel commentator, mod- 
erator of WHN’s “‘Commentator’s Round 
Table’, noted lecturer, magazine editor 


and author. 


@ Transcripts of Walton’s broadcasts on the death of Mussolini were short- 
waved overseas by United Press for publication in Italian newspapers. 


@ His broadcasts of recent events were the subject of raging controversy in 
«Sidewalk Cafes of Paris. 


~@ Regularly used by United and Associated Presses as reliable “SOURCE” 
news. 


* 


| e Scripts quoted at length regularly in important papers of the United States, 


France, Britain and Canada. 


dJience Mondays thru Saturdays, 10:45-11 P.M. 
WHN Newsreel Theatre of the Air 


ram backed by 50,000 watts 
fet will spell results for 


sagt 












LINGO VERTICAL 
TUBULAR STEEL 


RADIATORS 


Lingo has been authorized by 

the War Production Board to 
manufacture and sell a limited 
number of Vertical Radiators 
without the use of Priorities .. . 


The Authorized manufacture must be made from 
materials on hand and must be completed by 
June 21, 1945. 


Now, for a limited time, you can buy a LINGO 
Vertical Radiator without the use of priori- 
ties. Because of the time limit placed on this 
specially authorized production, orders will 
have to be filled on a first-come first-served 
basis. Moreover, as we are limited to the use of 
materials on hand, production will have to be 
concentrated on radiators not exceeding 250 
feet in height. If you are not ready to have 
the radiator installed at this time, we can ar- 
range to manufacture and deliver the radiator 
to you with your option to have it installed and 
erected by us when you are ready. As the quan- 
tity of radiators available under the priority- 

free arrangement is limited, we urge you to act 

immediately and thus be assured of having your : 
radiator on hand when you want it. 





Please include in your inquiries the radiator ; 
height required and approximate site so that com- 
plete quotation can be immediately made covering 


the radiator itself and its subsequent erection when 
so desired. 


JOHN E. LINGO & SON, INC. 
Est. 1897 


CAMDEN, NEW JERSEY 







TV Zone Approval 


Creates Precedent 
Washington Ruling Paves Way 
For Action in Other Cities 


CLEARING the way for television 
in the nation’s capital and prob- 
ably many other cities, the Wash- 
ington, D. C., Zoning Commission 
has approved amended regulations 
proposed by WOR, DuMont, NBC 
and TBA to permit construction of 
300 ft. antenna in residential areas. 
The Commission’s action—the first 
zoning regulation of its kind in the 
U. S.—is expected to set a prece- 
dent for other cities. 

Following the action, taken as 
a result of a hearing two weeks 
ago [BROADCASTING, May 21] at 
which television representatives 
appeared, steps were taken to es- 
tablish video stations in Washing- 
ton just as soon as sites can be ac- 
quired and authorization obtained 
to purchase materials and begin 
construction. 


Harry S. Wender, counsel for 
Bamberger Broadcasting Service, 
New York, told BROADCASTING his 
company is immediately proceed- 
ing to prepare an application for 
a site selected for a station and is 
expecting to appear before the Dis- 
trict Board of Zoning Adjustment 
at its next meeting in July in sup- 
port of its application. Approval 
must also be obtained from the Na- 
tional Capital Park and Planning 
Commission which favored the 


amendment proposed by the indus- , 


try but recommended that each lo- 
cation be given separate consider- 
ation. 


NBC Site Selected 


Carleton Smith, general man- 
ager of WRC Washington, who 
represented NBC at the hearing, 
said that the Zoning Commission’s 
action would enable the network 
to proceed rapidly with television 
installations, pending FCC clear- 
ance. NBC has already selected its 
site at the Wardman Park Hotel 
and has a tower in readiness for 
shipment to Washington. It plans 
to use the hotel proper to house 
its studio facilities. 

Under the amendment adopted 
by the Zoning Commission, it is 
stipulated that the proposed loca- 
tion and height of facilities must 
not adversely affect neighboring 
property and must be separated 
from adjoining property by a dis- 
tance equal to one-sixth the height 
of the antenna. The amendment 
applies to FM facilities as well as 
television. 





FORMER KOIN and KALE Port- 
land, Ore., announcer, SPle Bob 
Harris, interviews S2c Hans Sitz- 


man, guest serviceman, on the 
KIRO Seattle public service series 
Coast Guard Serviceman’s Club, 
heard Saturday 4:30 p.m. from the 
auditorium of the Seattle Service- 
men’s Club. Program presents 
guest with photograph, interview 
recording, two theater tickets and 
a phone call to his home. 


DeMille at Wichita 


WICHITA Town Hall Committee, 
which plans to extend its activities 
to a nationwide basis, has secured 
Cecil B. DeMille, Hollywood pro- 
ducer, to make an address under its 
auspices late in June. Mr. DeMille 
will speak on “Majority Rights and 
Wrongs” at a public meeting which 
will be broadcast. William A. Lar- 
ner, Shepherdstown, W. Va., for- 
mer radio director for Federal 
Union Ine. and associated with 
various stations, has been appointed 
national executive secretary to di- 
rect organizing, financing and pub- 
licizing the committee on a nation- 
wide basis. An intensive radio and 
press campaign is proposed. 








Returns to Blue 
PACIFIC COAST Borax Co., New 
York, in moving Death Valley 
Sheriff from CBS Thurs. 8:30- 
8:55 p.m. back to the Blue Net- 
work, where the program made its 
debut 14 years ago, will ex- 
pand from 63 stations to 180 sta- 
tions, and drop repeat broadcast. 
Program will be heard Fri., 9:30- 
10 p.m. on the Blue, beginning 
June 29. McCann-Erickson, New 
York, agency in charge, originated 
program. 








Turnabout 


SERVICE veteran Bill Con- 
way went to Dallas for a job 
and is now m.c. of Veterans 
for Industry, a weekly half- 
hour on KGKO Ft. Worth- 
Dallas, designed to assist ex- 
servicemen in finding employ- 
ment. 








REPRESENTED BY RAMBEAU | 


doesn’t mean big stations and it 
doesn’t mean little stations. But it 
does mean hand-picked, carefully se- 
lected stations that want spot busi- 
ness and are willing to do something 
about it. 


REPRESENTED BY RAMBEAU 


means friendly, cooperative stations 
interested in making your advertising 
dollars pay dividends. 


REPRESENTED BY RAMBEAU 


“Radio’s First Special Representatives” 
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FOR THE MOST EFFECTIVE PROGRAM 
DEVELOPED BY A TRANSCRIPTION 
MM PRODUCER FOR SYNDICATION! 
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m the _ THE CITY COLLEGE OF NEW YORK 
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a FOR THE MOST EFFECTIVE RADIO PROGRAM DEVELOPED 
er its FOR SYNDICATION BY A TRANSCRIPTION PRODUCER 
aa FOR THE YEAR 1944 
which 
. CALLING ALL GIRLS 
eos ON THE AIR 
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— due: to the entire broadcasting industry for making ‘Calling All 
Girls"’ on the air a successful radio program for 123 Department 
ms ' stores on 123 stations. 
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V-E DAY 
BOX SCORE 


Acid test 
of Network Leadership 


The daily flow of audience toward a network is ordinarily weighted by a few exceed- 
ingly popular programs broadcast on certain regular evenings of the week. 

Thus top Monday night listening ordinarily “belongs” to Columbia. Tuesday 
leans to another network... 

But Monday, May 7 and Tuesday, May 8 were not “ordinary” days. The crisis, 
especially on Tuesday, swept aside familiar programs and their established “ratings” 
,».made each network stand squarely on its own feet...thus put relative network 
performance to the acid test. 

Hooper measured audience intensively throughout those two days in four great 
and widely-dispersed urban areas: New York, Philadelphia, Chicago and San Fran- 
cisco. The balance of physical facilities in those cities, taken as a group, was by no 


means slanted to favor CBS. Here are the Hooper findings: 














Throughout the white heat of the climax 
of war in Europe, CBS swept ahead of all other 
networks — and stayed there! 


Any seasoned appraiser of radio’s values would perhaps have predicted that CBS 
would lead naturally on Monday night. It did. CBS led by a margin of from 22% to 
128% over the other three networks. Maybe that was just because people followed 


their regular Monday night habits of listening. Maybe. But on V-E Day itself: 


I 10 21th 


ABOVE THE COMPETING NETWORKS 





THE CBS AUDIENCE 
LED BY A MARGIN 
RANGING FROM... 














There never was a more significant demonstration of the confidence the audience 
places in everything that CBS stands for and delivers. This confidence, though it was 
demonstrated in a turbulent crisis, is no accident, no caprice of individual rating. 

It is the direct product of years of unrelenting effort to build a service which 


delivers the best in radio... and listeners proved they knew it when it counted most! 


The Columbia Broadcasting System : 











THE SOUTH! 


more CBS Listenina 
on 


weno xX 


COMPARATIVE C. E. HOOPER* FIGURES SHOW 
WNOX HAS DEVELOPED A DOMINANT 
CBS EAR IN THE SOUTH. 








CBS 


Coverage South 
Hooperatings 


CBS PROGRAMS WNOX 


Hooperatings 


i 20.8 
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* WNOX figures —C. E. HOOPER continuing measurement 
—Fall and Winter, October-February, 1944-45. CBS 
South figures —C. E. HOOPER sectional ratings, Fall and 
Winter, October-February, 1944-45. 
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Petry Denies Disagreement With Hooper 
On Chappell and Politz Appointments 


APPOINTMENT of Dr. Matthew 
M. Chappell and Alfred Politz as 
research counsel by Edward Petry 
& Co. Inc., station representatives, 
effective June 1, 
did not result 
from any dis- 
agreement with 
C. E. Hooper Inc. 
and there are no 


plans “for dis- 
placing Hooper,” 
Mr. Petry last 


week advised sta- 
tions his organi- 
zation represents. 

In a letter May 
28, which followed announcement 
the preceding week of the Chap- 
pell and Politz appointments, Mr. 
Petry stressed the need for “top 
research knowledge and _ experi- 
ence” in the spot field. He said that 
negotiations with the two special- 
ists had continued for a period of 
months and did not result from any 
disagreement, as had been inferred 
in “garbled stories which have 
been appearing in the trade press”. 
The Petry Co., he said, does have 
definite plans “for making some of 
the best research brains in the 
country available to you and to 
spot broadcasting”’. 


Mr. Petry 


Text of the Petry letter follows: 


For a long time we have felt that 
top research knowledge and experience 
should be made specifically available 
to the stations which we represent ang 
in a broad general way to the spot 
broadcasting industry. 

For the past six to eight months, we 
have been combing the research fielq 
and we have now completed negotia. 
tions with Dr. Matthew M. Chappel) 
and Mr. Alfred Politz to act as research 
counsel for you and for us. 

Dr. Chappell, psychologist, author 
and research expert, has been associ. 
ated with the research activities of 
many large American and Canadian 
manufacturers and was the research 
keystone of the C. E. Hooper Co. 

Alfred Politz has organized and de. 
veloped studies for ‘Life Magazine”, 
“Time”, Butterick, Socony-Vacuum, 
Corning Glass, Advertising Research 
Foundation, Compton, BBDO and 
others. He has originated various re- 
search and sampling techniques, now 
being adopted by the best-known re- 
search and polling organizations. 

These men have been retained pri- 
marily as a direct service to you. They 
are here to consult with you on your 
research problems and to make specific 
recommendations to you. They will also 
be available to represent the inde- 
pendently-owned stations’ point of 
view in industry research meetings and 
discussions. 

In view of the garbled stories which 
have been appearing in the trade press, 
we would like to reiterate that our ne- 
gotiations with these men have ex- 
tended over a period of six to eight 
months and were not the outgrowth of 
any disagreement with C. E. Hooper, as 
reported. We have no plans for displac- 
ing Hooper. We definitely do have 
plans for making some of the best re- 
search brains in the country available 
to you and to spot broadcasting. 





O°HARA-HUGH PLANS 
EASY COMMERCIALS 


O’HARA-HUGH Productions, New 
York, after conducting research on 
the effectiveness of commercial ra- 
dio, last Friday announced formal 
start of program production activi- 
ties, with what it calls a new ap- 
proach to selling by radio. 

Briefly, policy is virtually to 
eliminate the “ready indigestible” 
commercial, using in some cases 
only a 15-second sponsor credit, or 
none at all. Format and content of 
the program itself will be designed 
to “create a desire for the prod- 
uct”, it was explained by John 
Hugh, production executive. Where 
there is no mention of sponsor, pro- 
gram will be so built that listener 
can’t help knowing what the prod- 
uct is, he said. It is just a new 
manner of “combining showman- 
ship and salesmanship for a com- 
mon goal—sales results,” he added. 
Mr. Hugh, now producer-writer of 
Abbott Kimball Co., New York, 
was previously with Donahue & 
Coe and Kenyon & Eckhardt, pro- 
gram director of WCBT Roanoke 
Rapids, N. C., and announcer for 
WHIT New Bern, N. C. 

Other principals include Hamil- 
ton O’Hara, Armed Forces Radio 
Service, once program director, 
AFRS New Guinea station, now 
stationed in this country, who will 
be production coordinator and Hud- 
son H. Tanner, formerly advertis- 
ing manager, McLin syndicate, who 
is general manager. 
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RKO Campaign 


RKO PICTURES, New York, is 
spending $15,000 in New York in 
a radio campaign for “The Won- 
der Man”, and plans radio promo- 
tion in other markets as the film 
opens locally, with station schedules 
still to be set. New York schedule 
calls for a total of 174 chain 
breaks, participations and _ tran- 
scribed one-minute announcements 
May 30-June 12 on WABC WEAF 
WOR WJZ WNEW WHN WMCA. 
Agency is Buchanan & Co., New 
York. 





FROM the flight deck of the miniature 
replica of “The Fighting Lady’, now 
on exhibition in Kefeller 
New York, as a War Bond drive dis- 
play, WOR New York on June 3 will 
broadcast an actual U. 8S. Naval ship 
religious service on its regular series 
“The Navy Goes to Church”. 


4f eB 





WBRY, Waterbury, Connecticut 


. . think your Telescript presenta- 
tions are excellent and most help- 
ful in the sale of the fine Tele- 
script features on The AP radio 
wire. 

E. J. Frey 
Station Manager 








available through 


PRESS ASSOCIATION, inc. 


50 Rockefeller Plare 
New York. N.Y. 
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Building programs you can sell is easy —if you’ve 
got what it takes. And that’s exactly what World 
Library gives you! 

First of all, it takes sa/ent. World gives you some 
of the biggest-name orchestras, vocalists and novelty 
groups in show business. On World Vertical-Cut 
transcriptions—famous for fidelity—these artists are 
heard at their brilliant best! 

It takes variety. The basic World Library in- 
cludes 4000 selections... material for every kind 


of program. 
It takes the /atest Aits. World includes them 


WORLD 


World Broadcasting System, Inc. 


Builds 
better 


NEW YORK e« CHICAGO BS HOLLYWOOD « WASHINGTON 
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“WE CAN! ALL THESE 
ARTISTS ARE IN THE 
WORLD LIBRARY” 
“ e 
e 
in the 50 or more new units sent each month. 
Smart programming is essential. World sends you 
complete continuities—78 each week—with the 
big-time touch that only expert writers can give a 
show. Typical reaction of stations is this one from 
KGY, Olympia, Washington: ‘‘We’re using 122 
World shows each month... many ‘as is,’ merely 
writing commercials.”’ 
Put this program-building service to work for 
your station, as 325 leading stations are doing. Get 


the facts ow from: World Broadcasting Sys- 
tem, Inc., 711 Fifth Ave., New York 22,N.Y. 


LIBRARY 


A subsidiary of Decca Records, Inc. 
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GREEMENT has been reached be- 

tween Blue and Committee for Eco- 

nomic Development, representing 
70,000 businessmen, for a 52-week quar- 
ter-hour sustaining series to explain 
what is being done toward solving em- 
ployment problem. Program will prob- 
ably be spotted Sat., 7-7:15 p.m. “‘back- 
to-back” with Blue’s “Labor U. S. A.” 
series 6:45-7 p.m., starting in August. 
CED this week is releasing first six 
quarter-hour discs on creating new 
jobs to committees for local placement 
available for sponsorship. 


WMCA Series Enlargement 
WMCA New York, which has discon- 
tinued for the summer the series about 
Negro life, “New World A-Coming”’, 
plans to resume the programs in the 
fall on a wider scope, covering problems 
and contributions of other minorities 
that face racial and religious discrimi- 
nation. Current series has been pre- 
sented under the auspices of City-Wide 
Citizens’ Committee on Harlem but 
WMCA plans to enlist cooperation of 
other representative groups for next 
season’s series. Program has received 
seven major awards and commenda- 
tions since inception March 1944. 


Children Series 


ASSN. of Junior Leagues of America, 
New York, will follow its 13 quarter- 
hour transcribed dramatizations of 
‘Books Bring Adventure” with a new 
series dealing with regional stories of 
the U. S. and Canada, to be released in 
October. For benefit of schools and 
other groups which have not had 
proper equipment to play transcrip- 
tions, a special phonograph 12 inch 
record edition of the first series will be 
prepared. 


Program Commended 
COMMENDATION of the WOC Daven- 
port, Ia., ‘“‘Music to Read By” late eve- 
ning program is made in the current 
issue of the local St. John’s Methodist 
Church weekly publication. Featuring 
restful, “easy to read by” music, pro- 
gram is interrupted only on the half 
hour for identification and brief selec- 
tion announcements. 


Housing Aid 

SPECIAL interview program has been 
started by WING Dayton, O., to aid 
families of servicemen now stationed 
at Wright Field and who have had dif- 
ficulty in locating housing facilities. In 
three weeks approximately 75 families 
interviewed have located living quar- 
ters. 


News of Yesterday 
HIGHLIGHTS of the day’s news of 25 
to 50 years ago are given on three dif- 
ferent programs of KXOK St. Louis. 
Programs are heard on different days 
of the week and are arranged for morn- 
ing, mid-morning and afternoon audi- 
ences. 


Song Analysis 
SIGMUND SPAETH, music authority, 
known as the “tune detective’, June 5 
on WQXR New York starts a weekly 
half-hour analysis of popular musical 
works. He analyses a classical, a popu- 
lar and a folk song on each broadcast. 


Privilege Renewal 
FOR seventh consecutive year KMBC 
Kansas City has been granted exclu- 
sive rights to broadcast market reports 
— wy the Kansas City livestock termi- 
nal. 


Baseball Highlights 
ARMED FORCES RADIO SERVICE is 
now transmitting overseas a_ special 
summary of two or three highlight base- 
ball innings by Bert Lee, based on the 
sportscaster’s daily ‘““‘Today’s Baseball” 
on WHN New York. 


WFIL Coverage 
SPECIAL events staff of WFIL Phila- 
delphia covered return of city’s dele- 
gation to UNCIO May 23 from Pennsyl- 
vania Station. 


Jobs for Ex-servicemen 


DISCUSSION PANEL on opportunities 
in radio and television for ex-service- 
men is being conducted weekly by 
NBC Hollywood at nearby military re- 
habilitation centers. 
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Blue-AAF Show 


STORY of the shoulder sleeve insignia 
worn by the 20th Air Force leads of 
the opening broadcast of “Flight to the 
Pacific’, weekly half-hour presented on 
Blue in cooperation with AAF. A regu- 
lar feature, shortwaved from the Pacific 
and recorded in San Francisco is a dis- 
cussion of missions by returned avia- 
tors and ground officers, including tab- 
ulation of results of the flight. AAP 
members will particilupate in dramati- 
zations and musical portion of pro- 
gram. 





EYEING some of the tools of the 
trade is Maxine Burke, winner of 
the KTSW Emporia, Kan., radio 
scholarship and a junior at the 
Emporia State Teachers College. 
Miss Burke, who has been active 
in Radio Classroom, daily educa- 
tional program produced at Em- 
poria State over KTSW for rural 
classrooms, will attend the summer 
radio institute of her choice on the 
KTSW all-expense scholarship. 


Blackhawk Expands 


BLACKHAWK BREWING (Co. 
Davenport, Ia., began sponsorship 
June 1 for 13 weeks of approxi- 
mately eight spots per week on five 
stations of Iowa Tall Corn Net- 
work: KBUR KBIZ KFJB KROS 
KDTH plus KSO WOC WMT 
KXEL. Firm has also added WMT 
and KXEL to list of stations for 
So the Story Goes, starting July 2 
for 52 weeks [BROADCASTING, May 
28]. Agency, H. W. Kastor & Sons. 








24 HOUR SERVICE 


ON DIRECT 
CUT COPIES 
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RECORDINGS 
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THIS IS WHAT YOU GET THROUGH KTOK — at a mich bower cost! 


KTOK has won wide recognition from advertisers for 
their complete exploitation of audience-building 
technique. As listening surveys reveal, KTOK has the 
audience —at all times — because it is a family station, 
appealing to every member of the family. Its growth 
and its increasing service to the commu- 


nity are the results of its family following. 





AFFILIATED WITH 


Tavtor. e SNOWDEN 














The Most Progressive Station in E-x-p-a-n-d-i-n-g Oklahoma 
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KTOK provides the type radio programs families 
enjoy and benefit from most. Over 876 million dollars 
effective buying income are represented by this 
concentrated audience of 895,801 people (44% of 
Oklahoma’s population ). Yes, you buy Audience, not 

Power with KTOK—KTOK is really 


a super buy —at a small expenditure !! 





AMERICAN BROADCASTING CO. AFFILIATE 
KEY STATION OF OKLAHOMA NETWORK 
250 WATTS + 1400 KILOCYCLES 
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Fastest Growing Big City in the 
East 


Great Industrial Center 


Diversification Insures Progress 
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Durrmocracy 


IT TAKES all kinds of people to make up bi- 
partisan Government. In our democracy the 
two-party system has worked well. The minor- 
ity seeks to outmaneuver the majority. It helps 
keep politics straight, Periodically the party 
in power loses out. That comes when the ma- 
jority falls out of public favor and the elec- 
torate speaks. The erstwhile minority takes 
over Government. That is the way in our local, 
state and national governments. 

In radio regulation, however, that system 
doesn’t appear to work. The members of the 
FCC are appointed to office, not elected. The 
FCC functions under a prescribed Congres- 
sional statute—prescribed by the Congress 
elected by the people. The Congress can be 
relied upon to change that law when public 
sentiment demands, The Communications Act 
of 1934, under which the FCC functions, spe- 
cifically denies that agency powers of program 
censorship. It specifically excludes radio from 
the public utility-common carrier concept. It 
denies the FCC the right to regulate rates or 
programs. 

Yet we have on the Commission at ieast 
one member who seems dead set against the 
present system. He thinks the public should 
be told what sort of radio it should receive. 
He feels stations should be limited as to how 
much they can earn and what type of programs 
they can present. He wants business records of 
stations thrown open to the public gaze. In 
short, he seems to seek a “share the wealth” 
system for radio. You’ve guessed it—the man 
is Commissioner C. J. Durr, Democrat of Ala- 
bama, True, he may not be alone in his think- 
ing on some of these concepts. But certainly 
no other member seems to go so far in his 
public utterances. 

Commissioner Durr unburdened himself 
a fortnight ago at oral argument on the pro- 
posal that financial statements and business 
dealings of stations be made public. He made 
no bones about his dislike of the existing radio 
order, in ‘examining counsel for stations and 
the NAB. These counsel had very properly de- 
nounced this latest attempted indirect in- 
cursion into program and business control of 
stations. It is the same Mr. Durr who spear- 
headed the crusade, now happily bogged down 
of its own weight, to penalize stations for al- 
leged discrepancies between promises made on 
precise breakdowns covering commercial and 
sustaining programs. The same Mr. Durr who 
challenged the right of a select committee of 
Congress to check into his own personal affairs 
and accounts and got away with it. 

We wonder where the Commissioner finds 
the authority for such onslaughts. Has the 
public asked for them? Is the public dissatis- 
fied with radio by the American plan? Is the 
public complaining about the law? Even 
while Mr. Durr was excoriating stations and 
programs, the Minneapolis Sunday Tribune 
published results of a public opinion poll. 
The question was: “If you had to do without 
either a telephone or a radio in your home, 
which one would you rather give up?” The 
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result: telephone 63%; radio 27%; unde- 
cided, 10% [BROADCASTING, May 28]. 

Does that indicate any dissatisfaction with 
radio? Every survey made in the last decade— 
public, Government or private—conclusively 
has shown the confidence of the people in radio. 
There may be a discordant voice here or there, 
such as that against the middle commercial in 
news, or apathy toward singing jingles. But 
such reactions having merit bring about auto- 
matic adjustment. Radio takes heed. That’s the 
democratic, competitive process. 

Perhaps a course in Democratic Government 
and in public opinion would settle for good 
the dangerous antics of misguided bureaucrats 
who have been so disdainful of the law’s intent. 


More Than Soap 


IN THIS ISSUE begins the fabulous story of 
the use of radio by Procter & Gamble Co., Cin- 
cinnati, to promote ‘the sale of soap products. 

It is not necessary to relate this story in 
order to establish radio’s effectiveness as an 
advertising medium. Radio sells not only soap. 
Radio sells everything from bread to bonds. 
But it does seem pertinent to underscore the 
broadcasting saga of P&G at this time 
when war industry is looking toward recon- 
version plans. 

Only this past week Chairman Krug of the 
WPB predicted a job slump during the recon- 
version period. Most experts agree that this 
slump will last through the period required 
to get into the production of civilian goods. 
Later there will come another slump, incident 
to total reconversion following the victory 
over Japan. 

These temporary periods of unemployment 
will place a great burden on American indus- 
try, a burden that will call for the same sort 
of courage which inspired the remarkable war 
production job which has been done and is 
still in full swing. And as the wheels of civilian 
production turn faster, the simple laws of 
economics dictate that there must be greater 
consumption of civilian products. Failing ‘that, 
business will falter and unemployment result— 
the sort of mass unemployment which brought 
this country to such tragedy in the 30’s. 

And what does this have to do with soap 
and radio and, more particularly, with P&G 
It recalls to mind that this firm, during that 
period of economic distress in America, had 
the fortitude to employ a new medium in bring- 
ing its products to the mass market. Its dar- 
ing was in the American tradition. 

If America is to avoid the cataclysms which 
find masses of our people unemployed in post- 
war years, it must be done in the same spirit 
demonstrated by P&G and other great business 
houses. 

Advertising is good for employment. It’s 
good for business. It’s good for America. Media 
of all sorts will have much to offer advertisers 
in the postwar years. Doubtless radio will at- 
tract more attention than the others because 
of its major technical advances during recent 
months. It is significant to note, also, that 
American radio, in 18 years of commercial 
history, has failed to beat its preceding year’s 
business but once—and ‘that in 1933. It is the 
one medium which has felt no depression. 

Foresighted businessmen will find profit in 
reviewing the experience of one company, 
Procter & Gamble, which has kept in step with 
radio’s remarkable progress. 
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WILLIAM McCREARY RAMSEY II 


of the nation’s largest single sponsor, 

Bill Ramsey perhaps knows the likes 

and dislikes entertainmentwise of more 
women than any other man. 

Primarily his job is to help sell Procter & 
Gamble products. Actually he has become an 
expert in public relations. He knows that when 
the radio shows over which he has supervision 
please, sales go up. If they displease, it is 
manifest in fewer sales as well as disgruntled 
fan mail. The fact that P&G gross business 
has more than doubled in the last decade, dur- 
ing heavy use of radio, is indicative that Bill 
Ramsey knows what consumers want in the 
way of radio fare. 


A native Cincinnatian, Bill was born on St. 
Patrick’s Day in 1900. He prepared for Yale 
by attending Walnut Hills high school and the 
Cincinnati University School. He was gradv- 
ated from Yale in 1921 with an A.B. degree 
and returned to Cincinnati to enter business. 

For two years Bill Ramsey was a clerk in 
the Citizens National Bank. But cold figures 
and hard cash didn’t appeal to the visionary 
youth. He liked people. He wanted to do more 
than handle money. He wanted to get closer 
to the public. Besides, he was an accomplished 
pianist and he enjoyed entertaining his 
friends. 

When Francis H. Leggett & Co., New York 
food products firm, offered him the post of 
branch manager of its Cincinnati office in 
1922, Bill took it. Here, he felt, he’d have an 
opportunity to deal with the consuming public 
—to learn the various needs and likes in foods. 

Bill remained with that job for five years. 
Procter & Gamble Co. was expanding some 
and needed a man to take over a job involving 
planning field advertising. Bill Ramsey ac- 
cepted and went to work. P&G already was 
using radio, but Bill admits he didn’t have 
much faith in that intangible medium. He 


. S DIRECTOR of the radio department 


wanted to see his ads in black and white a? 


color—on paper. 

He did a good job in field planning and 
P&G placed him in charge of the copy depart- 
ment. By 1980 the company decided to go into 
radio in a big way. Neil H. McElroy, vice- 
president in charge of advertising, was cast- 
ing about for a man to head up the radio de 
partment. It’s P&G policy to move its per 
sonnel up. 

Bill Ramsey played the piano. He had done 
considerable entertaining around town, % 
Vice-President McElroy decided his copy chiei 
was just the man to head up the P&G radio 





department. 


P&G already had sponsored a program ont 


(Continued on page 44) { 
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Our Respects to OPERATION OF WHCGR 
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(Continued from page 42) STARTED OFFICIALLY 
. h . 
OOOO = EAF New York and one on the WHGB Harrisburg, Pa., new 259 [ 
first show was Ruth Turner’s , ‘ 

: . censed to Harrisburg Broadcastin 
Washing Talks, which was a test Co., officially started broadcasting 
locally in May 1930. By November May 29 after pro. 

BIGGER RESULTS WITH ASSOCIATED! he had a five-weekly show on’ the yada 
= Bill Ramsey should have set a pro- eser and 

HUQNUAGEUUADEADOUAGNADANUAUAGEGEOUSUOUANEOUOOEOUOTOGOGUOUGOUOUOGEOUGUEGUADONUOENUUCEVEOEOUOUODEGEODODEGEODEOOOONOOEOADOOIONNNTEF gram across the board but they 6 aie te Wetaes 
gave him his head. Kendrick (10%), 

Today P&G sponsors more than Seomer manage 
pioneered in the daytime serial 
and many other types of shows. —" fo - 
Bill Ramsey saw the need for de- Sount Svat 
veloping young writers. He learned mr. Kendrick firm, is 90% own. 


NBC-Red network. Bill Ramsey’s y, joea] Blue outlet on 1400 ke Ii. 
BIG NAMES—WITH BIGGER UNITS—MEAN 
network. P&G officials weren’t sure General man. 
25 programs of all types, has of WJLS Beck. 
the women of the country—con- 





sumers for P&G products—liked ih 

the huniaiinterest drama. R. A. Maxwell is commercial 
His success formula? Here is ™#nager and John Penaz is chief 

the way he puts it: engineer. Other staff members in- 


“We maintain supervision over clude: Wilbur Blair, production 
all a aor ont a policy Manager, Richard N. Leiby, Walter 
standpoint,” he explained. “Good R. Rice, Glenwood Schlegel and 
taste must predominate. We never Robert L. Bomboy, engineers; 
offend. The agencies remain in com- Ernest E. Mark, Victor Bruno and 
plete charge of the shows, but we John N. Beebe, announcers; Midge 
insist they be of high type. We’re Lee, writer. Library includes NBC 
in the role of enlightened buyers.” Thesaurus and news wire is AP, 

Knows All Angles 

As radio director of P&G Mr. Western Series on Blue 
Ramsey has studied broadcast ad- 
vertising from all angles and has Begun by General Foods 
reached the conclusion that the sue- GENERAL BAKING Co., New 
cess of a show depends upon many York, for Bond bread June 3 start. 
factors—time of day for a partic- ed Friendship Ranch, a western 
ular type of program, talent, good variety program with teen-age tal- 
scripts, and foremost—public ac- ent on 11 eastern stations of the 
ceptance. Blue Sun., 12:30-1 p.m. Firm here- 

On Oct. 27, 1923, Bill married tofore sponsored the program on? 
Olivia James of Cincinnati. They NBC station WEAF New York 
have three children, Anne Wood, and KYW Philadelphia. Program 
Olivia and William McCreary III. has an educational slant, with dra- 
Of Boston “‘Pops’’ Symphony fame...his incomparable Gardening is his hobby, piano his matized features on the origin of 
Associated transcriptions with 48 hand-picked musicians avocation. Right now he’s practic- heroes, of the pony express and 
mark a new high in making serious music “‘commercial” ing Schumann’s “Concerto” to ap- other phases of western life. 
pear as guest soloist with Frank Director-producer is Alice Clem- 
Black’s NBC Symphony Orchestra, ents, specialist in child radio tal- 
at the invitation of Clarence L. ent, Clements Co., Philadelphia, ap- 


* Menser, NBC vice-president in pointed to handle this program 
F charge of programs. only. BBDO, New York, Neal D. 
eee another BIG He is secretary of the Board of Ivey, Philadelphia, and Mitchell- 








° P Trustees, Cincinnati Symphony Or- Faust Adv., Chicago, continue to 
reason why Associated Program Service offers chestra (the only board member handle General Baking advertising 
P who is a musician) and a member in special regions. Firm continues 4 
MOST Hours of the Best RADIO Music! of the Cincinnatus Assn. His clubs its schedule of local programs, but : 
include the Elizabethan (Yale), is reducing spot announcements 
RADIO’S distinctive bigness that contrast it so sharply array gen Foes Cincinnati and chain breaks in some instances. 
to other forms of entertainment. It’s this same bigness— - He contributes to trade Over 50 stations are used. 


magazines and periodicals, has be- 
come an authority on growing del- 
phiniums and is an ardent admirer 


units like Arthur Fiedler and his magnificent 48-piece or- 
chestra—that contrast Associated so sharply to other 


libraries. There’s another vital difference too...the incompa- of Ma Perkins. 

rable quality of APS high fidelity vertical-cut recording and Bill and Mrs. Ramsey maintain 

clear-tone Vinylite discs. Write for the full story today! their home on Walton Creek Rd. in 

Associated Program Service, 25 W. 45th St., New York 19. the exclusive Indian Hill section of 
Cincinnati. 





A ‘ated S 1) Starts ‘Smile Time’ Lid 
SSocl ram ervi 42 PRODUCTS Inc., Los Angeles - 10.000 WATTS 
(hair oil, shampoo), today for 52 | DAY & NIGHT 
weeks starts sponsoring Smile ~ 
APlus for AM seed Must for FM Time on 39 Don Lee Pacific sta- watiad, Sane 
— —_” tions, Mon. thru Fri., 7:15-7:30 : 
a. m. (PWT). Morning comedy { 
Represented by Loren Watson, 400 Madison Ave., New York strip features Wendell Noble and 
Steve Allen, song and pianist team. 
Firm also sponsors weekly This Is 
My Story on CBS Pacific stations. 
Agency is Hillman-Shane-Breyer 
Inc., Los Angeles. 
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PORTLAND 





MAINE 
5000 560 
Watts Kilocycles 
Columbia Hotel, Portland, Maine 
CBS Member Station National Representative: Paul H. Raymer Co. 


At left: Mr. William W. Barnes, Sales Manager of Hannaford 
Brothers, presents the $100 reward for locating the truck to 
Mrs. Moffitt over WGAN during Dorothy Wadman’s popular 
9:15 a.m. “Points and Pointers” radio program. 
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JUNE 15 


Why 


Treyre 
CHANGING 


Names ue 
AT WTCN 


. .. Definite identity is a val- 
uable thing. And, on taking 
THE AMERICAN BROAD- 
CASTING COMPANY as 
our network name, all pos- 
sible confusion that might 
have been prevalent under 
“The Blue Network” is 


erased. 


... We here at WTCN will 
continue to serve our mid- 
west area in the American 
Way...with American ideals 
...as a basic station of the 
AMERICAN BROADCAST- 
ING COMPANY. 


...Have you checked our 
Hooper Ratings lately? They 
look good! 


AMERICAN 


BROADCASTING CO. 
on and after 
June 15, 1945 





MINNEAPOLIS-ST. PAUL 


MINNESOTA 


THE BLUE NETWORK 
of the American Broadcasting Co. 


Ee ee os 
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BRIG. GEN. ELLIOTT ROOSEVELT, 
former president of Texas State Net- 
work and second son of the late Presi- 
dent, has been awarded an Oak Leaf 
Cluster in lieu of a second Distinguished 
Flying Cross for leading two pioneer 
night photography missions over Eu- 
rope. 


DON SEARLE, Blue western division 
vice-president, and FRANK CONRAD, 
network West Coast station relations 
manager, in three-week tour of West 
Coast affiliates, are conferring with 
=— on individual station prob- 
ems. 


MILTON S. EISENHOWER, president of 
Kansas State College, which operates 
KSAC Manhattan, and brother of the 
Allied Supreme Commander, has been 
elected a director of the Committee for 
Economic Development. Other newly 
elected directors include CHARLES E. 
WILSON, president of GE, and FRED 
LAZARUS Jr., president of Federated 
Department Stores Inc. 


JACK RETHBURN, general manager of 
WCOA Pensacola, Fla., is the father of 
a girl born May 21. 


OSCAR SOULE, WFBL Syracuse presi- 
dent, has been reelected president of 
the Syracuse Better Business Bureau. 


PAUL H. APPLEBY, vice-president and 
general manager of IRO Seattle, is 
author of “Big Democracy”, new book 
published by Alfred A. Knopf, New York. 


WALTER P. SPEIGHT Jr., for six years 
commercial manager of WITMA Charles- 
ton, has taken over new duties as gen- 


eral manager of WATL Atlanta. 


ELLIOTT M. SANGER, executive vice- 
president of WQXR New York, hospi- 
talized for a minor operation, is ex- 
pected back at his desk next week. 


WALTER GOAN, manager of WAYS 
Charlotte, N. C., married MARGARET 
NOVELLA PEARCE, May 26, in Char- 
lotte. 





Commercial \¥ 


HAROLD BARRETT has become man- 
ager of the Detroit office of Headley- 
Reed 


Co., succeeding CHARLTON 
who has joined Parade 
magazine. Mr. Barrett was at one time 
media director of . & Adv. Corp., 
Toledo. After Pearl Harbor he joined 
Willys-Knight metallurgical depart- 
ment. 


JAMES MAHONEY, assistant sales man- 
ager of MBS midwestern division, is 
visiting MBS stations in Colorado and 
Wyoming. 


TOM HARKER has rejoined the Mutual 
New York sales staff after 242 years 
with Blue, where he has been account 
executive on the Coca-Cola account. 
Presumably he will continue in that 
capacity with MBS. 


ROY VAUGHN, WMAN Mansfield, O., 
salesman, will run for office of mayor 
this fall. 


W. JOHN DUNLOP, released as a lieu- 
tenant from the Royal Canadian Navy, 
has returned to his post as commercial 
representative of CBC Toronto. 


BROADCAST SALES, Chicago, has been 
appointed to represent WPAG Ann 
Arbor, 250 w, 1050 kc, new station which 
started April 26. 


ADAM J. YOUNG Jr. Inc. has been ap- 
pointed national sales representative 
for the Intermountain Network, Salt 
Lake City, as well as exclusive national 
representative for KLO Ogden and 
KALL Salt Lake City, effective June 15. 
KALL begins operation August 1. 


KQV Pittsburgh, effective June 1, will 
be represented nationally by Weed & 
Co. in line with shift to Mutual affilia- 
tion June 15. 


CHARLES A. HAMMARSTROM, formerly 
with Morse International, Kenyon & 
Eckhardt and Kelly, Nason Ine. as 
account executive, has joined the New 
York office of Paul H. Raymer Co. He 
has had extensive experience in the 
retail merchandising field. 


WPEN Philadelphia (5,000 w 950 kc) has 
appointed Headley-Reed Co. as national 
advertising representative effective 
June 1. Station is owned by Philadelphia 
Bulletin. 


Morrow Appointed 


LYNN MORROW, former assis- 
tant to W. B. McGill, advertising 
manager of Westinghouse Radio 
Stations Inc. 
Philadelphia, has 
been named sales 
promotion man- 
ager of WBZ- 
WBZA _ Boston- 
Springfield. At 
one time he was 
sales promotion 
and publicity 
manager of 
KDKA Pitts- 
burgh. Prior to 
joining KDKA in 1934 Mr. Morrow 
was radio editor of the Pittsburgh 
Post. He will headquarter at WBZ. 


Faust Named by MBS 


H. M. FAUST, recently director 
of the salvage division of WPB 
and for nearly 25 years with Cur- 
tis Publishing Co., on June.4 joins 
Mutual as manager of the net- 
work’s central division, with head- 
quarters in Detroit. Announcement 
of the appointment, made by Z. C. 
Barnes, vice-president in charge 
of sales, stated that Mr. Faust’s 
operations will cover Pittsburgh, 
Cleveland, Akron, Buffalo and 
Wheeling as well as Detroit. He 
will report to New York. Prior to 
his appointment as WPB salvage 
director in September 1943, Mr. 
Faust for six years had been ad- 
vertising sales manager of Curtis. 





Mr. Morrow 








Taylor Aids Jackson 


COL. TELFORD TAYLOR, for- 
mer FCC general counsel, has been 
named to assist Justice Robert H. 
Jackson in prosecuting war crimes, 
the Justice announced last week. 
Col. Taylor, granted a leave by the 
FCC to enter the service, has been 
chief Military Intelligence Serv- 
ice, War Dept. Special Branch, in 
London, Also named as an assis- 
tant to Justice Jackson is Francis 
M. Shea, assistant attorney general 
in charge of the Claims Division 
and husband of Hilda Shea, FCC 
attorney. 





New Law Office 


LT. MORRIS MILLER, USCGR, 
who has been placed on inactive 
duty at his own request, last week 
announced opening of law offices 
at 710 14th St., Washington. Mr. 
Miller, who has served for a year 
and a half in the Coast Guard, 
formerly was associated with the 
law firm of Dempsey & Koplovitz, 
Washington. Prior to that he was 
for four years assistant general 
counsel of the U. S. Housing Au- 
thority. He is a native of St. Louis. 





PUBLIC INTEREST in the San Fran- 
cisco Conference is indicated by the 
fact that Mutual’s 9:15-9:30 p.m. broad- 
casts of conference events and person- 
alities received a Hooper rating of 8.2. 
the network reports, pointing out that 
this is not only an unusually high rat- 
ing for a short program series, but the 
highest rating of any network program 
devoted exclusively to the conference. 
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More Retail BUYERS 
Than in any MARKET 


BETWEEN 
CHICAGO and OMAHA 
MINNEAPOLIS and ST.LOUIS 


MINNEAPOLIS 
ST. PAUL 


CHICAGO 


nocerons, (> 


* Waterloo 
© 
Cedar Rapids 










DES MOINES 
vi ama QUAD-CITIES 


BR PEORIA 


ST. LOUIS 


The latest Hooper listening index 
(February and March, 1945) shows 
WOC ’way out in front. For ex 
ample, WOC’s morning audience 
exceeds the combined audiences of 
all other stations heard, with 56.4! 


WO 


DAVENPORT, IOWA 


FREE & PETERS. INC. NAT'L REPRESENTATIVE! 
BASIC ABC 5000 Watts -1420 Kec. 













Mr. Hooper’s 
facts prove the 
Quad-City mar- 
ket of 218,000 
is delivered 


ONLY by— 
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WJLD—Bessemer. Alabama 
WLAY—Muscle Shoals, Alabama 
KFFA—Helena, Arkansas 
KTHS—Hot Springs, Arkansas 
KBTM—Jonesboro, Arkansas 
KOTN—Pine Bluff, ‘Arkansas 
KGIW—Alamosa, Colorado 
KOA—Denver, Colorado 
KFXJ—Grand Junction, Colorado 
KOKO—tLa Junta, Colorado 
WDBO—Orlando, Florida 
WLAG—tLa Grange, Georgia 
WMGA—Moultrie, Georgia 
WRLC—Toccoa, Georgia 
WDWS—Champaign, Illinois 
WJJD—Chicago, Illinois 
WEBQ—Harrisburg, Illinois 
WJPF—Herrin, Illinois 
WOWO—Fort Wayne, Indiana 
WAOV—Vincennes, Indiana 
KVFD—Fort Dodge, lowa 
KMA—Shenandoah, lowa 
KGNO—Dodge City, Kansas 
KTSW—Emporia, Kansas 
WIBW—Topeka, Kansas 
WLBJ—Bowling Green, Kentucky 
WHLN—Harlan, Kentucky 
WOMI—Owensboro, Kentucky 
WPAD—Paducah, Kentucky 
KVOL—Lafayette, Louisiana 
L—New Orleans, Louisiana 
WLBZ—Bangor, Maine 
WAGM—Presaue Isle, Maine 
WFDF—Flint, Michigan 
WJMS—lIronwood, Michigan 
KYSM—Mankato, Minnesota 
KWLM—Willmar, Minnesota 

















TO SALUTE OUTSTANDING RADIO STATIONS... 


“In our experience, we’vé found that truly successful radio advertising, with profitable 
results for all concerned, calls for coordinated cooperation between manufacturer, sta- 


tion and dealer. 


Because the stations listed below have extended this cooperation in a most effective 
way in selling Dr. LeGear’s Poultry and Livestock Prescriptions, we are taking _this 
means of showing our appreciation for their excellent work . . . actual merchandising 
assistance in displays, mailings, personal calls, etc. . . . cooperation with Dr. LeGear 
representatives ... as well as actual sales records for the season in their primary listen- 


ing areas.” ad KH of, Z Fs Comm 


Director — Sales And Advertising 
DR. L. D. LEGEAR MEDICINE COMPANY 


ING COOPERATION IN SELLING DR. LEGEAR’S PRESCRIPTIONS 


WROX—Clarksdale, Mississippi 
WCBi—Columbus, Mississippi 
WFOR—Hattiesburg, Mississippi 
WAML—Laurel, Mississippi 
WSKB—McComb, Mississippi _ 
WQBC—Vicksburg, Mississippi 
KWOS—Jefferson City. Misouri 
KWOC—Poplar Bluff, Missouri 
KXOK—St. Louis, Missouri 
KDRO—Sedalia, Missouri 
KWTO—Springfield, Missouri 
KORN—Fremont, Nebraska 

rand Island. Nebraska 
KOB—Albuquerque, New Mexico 
KAVE—Carlsbad, New Mexico 
KTNM—Tucumcari, New Mexico 
WMBO—Auburn, New York 
WBTA—Batavia, New York 
WALL—Middletown, New York 
WBBB—Burlington, North Carolina 
WEGO—Concord, North Carolina 
WHIT—New Bern, North Carolina 
WGTC—Greenville, North Carolina 
WCBT—Roanoke Rapids, North Carolina 


Published in Appreciation By 
SIMMONDS & SIMMONDS 


INCORPORATED 


Agricultural Advertising 


201 NORTH WELLS STREET 
CHICAGO 6, ILLINOIS 





ST. LOUIS, MISSOURI 
OUR THANKS TO EACH OF THESE STATIONS FOR THEIR OUTSTAND- 








WRRF—Washington, North Carolina 
WPAY—Portsmouth, Ohio 
KCRC—Enid, Oklahoma 
WBBZ—Ponca Sity, Oklahoma 
KVOO—Tulsa, Oklahoma 
WCE u Bois, Pennsylvania 
WSBA—York, Pennsylvania 
WOLS—florence, South Carolina 
WCRS—Greenwood, 

South Carolina 
KWAT—Watertown, South Dakota 
WNAX—Yankton, South Dakota 
WJZM—Clarksville, Tennessee 
WMC—Memphis, Tennessee 
KGNC—Amarillo, Texas 
KRIC—Beaumont, Texas 
WTAW—College Station, Texas 
KWBU—Corpus Christi, Texas 
KRLD—Dallas, Texas 
KGBS—Harlingen, Texas 
KOCA—Kilgore, Texas 
KPAB—Laredo, Texas 
A a a i Texas 
KRLH—Midland, Texas 
KPDN—Pampa, Texas 
KTSA—San Antonio, Texas 
KCMC—Texarkana, Texas 
KGKB—Tyler, Texas 
KVWC—Vernon, Texas 
KVIC—Victoria, Texas 
KWFT—Wichita Falls, Texas 
WKEY—Covington, Virginia 
WFVA—Fredericksburg, Virginia 
WJLS—Beckley, West Virginia 
WAJR—Morgantown, West Virginia 
WHBY—Appleton, Wisconsin 
WIGM—Medford, Wisconsin 





















WJHP 


Jacksonville, Fla. 


Buy 
Wonderful 

Jacksonville's 
Hooperated 
Powerhouse 


LOUISVILLE 















Whatta 
Personality! 


After all, radio is a very personal 
medium, and when almost every 
listener puts an OKEY on every 
program and product, there must 
be character down under and per- 
sonality on top. Ready to share 


with you this profitable asset is— 


WAIR 


Winston - Salem, North Carolina 
Representative: The Walker Company 



























Wy 630 KILOCYCLES 
~ 5000 WATTS Full Time® 
BLUE NETWORK | 


Represented Nationally by 
John BLAIR & CO. 


$T. LOUIS. MISSOURI 
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WOR GIVEN GRANT 
FOR NEW STUDIOS 


WOR New York will start work 
immediately on three new studios 
to be located on the ground floor 
of 1440 Broadway, building cur- 
rently housing the station and also 
the headquarters of MBS, of which 
WOR is New York key station, 
Theodore C. Streibert, WOR pres- 
ident, announced Tuesday. An- 
nouncement followed receipt of a 
WPB priority for the construction, 
first of its kind in New York City 
since Pearl Harbor, according to 
WOR. 

To cost about $150,000, the stu- 
dios will measure about 25 by 40 
feet, will have “floated” floors and 
walls and suspended ceilings and 
“actually be a preview of postwar 
designs and improvements”, the 
announcement stated. 

J. R. Popelle, WOR chief engi- 
neer, will direct construction of the 
new studios, which will be used 
primarily for MBS programs from 
New York. 





Win Church Awards 


NBC, in cooperation with the Con- 
gregational - Christian, Methodist 
and Presbyterian USA churches, 
has awarded seven fellowships for 
study at one of the network’s three 
summer Institutes in Chicago, Los 
Angeles, or San Francisco. Win- 
ners were: Rev. Horace W. Mc- 
Mullen, radio chairman, Rhode Is- 
land Council of Churches and pas- 
tor of Edgewood Congregational 
Church, Providence; Pear] Rosser, 
radio education director, Interna- 
tional Council of Religious Educa- 
tion; Rev. James W. Sells, execu- 
tive secretary, Mississippi Rural 
Life Council; Rev. James R. Uh- 
linger, radio chairman, Ministerial 
Assn., Shenandoah, Ia.; Rev. Paul 
Rasche, radio chairman, Council of 
United Churches, South Bend, Ind.; 
Rev. Harold E. Ditzler, radio chair- 
man, Church Federation of Los 
Angeles, pastor of First Evangeli- 
eal and Reformed Church, Los An- 
geles, and Rev. Clark Harshfield, 
radio chairman, South Dakota 
Council of Churches, pastor of Unit- 
ed Church, Chamberlain, S. D. 


MBS Opens Earlier 


MUTUAL will begin network 
operations an hour earlier starting 
June 11, opening the network at 9 
a.m. with a quarter-hour news 
commentary by Frazier Hunt, cor- 
respondent and commentator. 
Shady Valley Folks, now broadcast 
10:30-11 a.m., will be extended to 
40 minutes and moved into the 
9:15-9:55 a.m. spot, with a five- 
minute newscast completing the 
hour. 





OVER 200 new compositions have been 
entered in the competition conducted 
by the National Composers Congress, 
for which $1,000 in prizes will be award- 
ed by the Blue. Winners will be named 
during the Festival of American Music 
to be held at Colorado College Aug. 
15-19 and Blue will present two festi- 
val concerts from KVOD Denver. 
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HUGO SEILER, since 1937 with NBC in 
New York and Hollywood as a traffic 
supervisor, has joined Mutual New 
York as night program supervisor. 
TED COTT, program director of WNEW 
New York, is the father of a boy. 

LT. DICK ROSS, AAF navigator and 
former announcer of KHJ Hollywood, 
is on his way home after liberation 
from a German prison camp by Gen. 
Patton’s Third Army. Lt. Ross was shot 
down over Germany on Aug. 23, 1944. 
JACK ROURKE, former producer of 
N. W. Ayer & Son, Hollywood, has been 
named production manager of Don Lee 
Broadcasting System. He succeeds HAL 
BERGER, now freelancing. 

KEITH THOMPSON, script editor of 
WOR New York, for his three-act play 
“Archangel”, has won one of the $100 
prizes in the John Golden-Columbia U. 
playwriting awards. 

DICK GILBERT, record m.c. of WHN 
New York, has become a member of the 
Twenty Year Club, radio veteran or- 
ganization headed by H. V. KALTEN- 
BORN, NBC commentator. Mr. Gilbert 
started in radio as a crooner on WHAS 
Louisville, Ky. 

JOHN ORNER, formerly of KSCJ Sioux 
City, Ia., to KXOK St. Louis as an- 
nouncer. 

ORVILLE A. HITCHCOK, former writer- 
producer in the radio department of 
Committee on Economic velopment, 
is now administrative assistant to 
GEORGE V. DENNY Jr., moderator, 
“Town Meeting of the Air’, Blue, and 
president of Town Hall Inc., New York. 
CY CASPER, released from the Army, 
has returned to KMOX St. Louis as 
special events and war programs an- 
nouncer. KENSINGER JONES has been 
added to the continuity staff replacing 
MARCELLUS MURPHY, to the Army. 
Mr. Jones is also an ex-serviceman. 

A. BURKE CROTTY, released from the 
Army, has returned to NBC television 
department as producer of field tele- 
casts. 

JACK GOODMAN, with WNYC New 
York since 1938 as news editor, public- 
ity director, operations and continuity 
chief, has resigned effective June 1 to 
join KLO Ogden and KALL Salt Lake 
City, new 1,000 w station expected to 
begin operations this summer. 


DOUGLAS STOCKLEY, released frop 
the Canadian Army, has returned 
the head-office of the CBC at Ottawa, 


JESS KIRKPATRICK, WGN announce 
has taken a six-month leave of absen, 
to go to the West Coast. 


HERB DOHLEN, announcer, from 
WMAL Washington to WOL Washing. 
ton. He is an ex-Marine. 


JON ARTHUR, formerly of WLW Cip. 
cinnati, and ALAN KEYES of NBC Chi. 
cago, have joined CBS Hollywood ap. 
nouncing staff. 


JAMES MOULDS, new to radio, to CBR 
Vancouver as announcer. 


FRANK E. ROBERTS, released from the 
Army and recently with WIRE Indianap. 
olis, to WHIO Dayton, O., as announcer, 


RUSSELL PATCH, from KDTH Dy. 
buque, to announcing staff of WIND 
Chicago. 


JIMMY SIMPSON, 17-year-old staff an. 
nouncer of WWDC Washington, was in. 
ducted into the Coast Guard May % 
in a broadcast ceremony. 








LARRY HAEG, farm service director of 
— Minneapolis, is the father of « 
iy. 


ROBERT DWAN, NBC Hollywood prn- 
ducer, has enlisted in Maritime Sery. 
ice. JOHN MORRIS, for 14 years net- 
work engineer, has taken over Mr 
Dwan’s duties. 


ED LUDES, assistant manager of NBC 
Hollywood sound effects department, js 
the father of a boy born May 18. 


EILEEN OBERLING, former continuity 
chief of WTAD Quincy, to WIND Chi- 
cago as assistant program director. 


ORVILLE FOSTER, former program di- 
rector of WHOT South Bend, Ind., to? 
WIND Chicago as musical director. 


TOBY BRITTON has joined WMAN 
Mansfield, O., announcing staff. 


JOHN KANNAWIN, for two years direc- 
tor of the overseas unit of the Canadian 
Broadcasting Corp., has been appointed 
program director of CJBC Toronto. 














PAUL NEILSON, who has completed a 
lecture tour for the aviation industry, 
has joined WBBM Chicago news staff 
as analyst and commentator. Mr. Neil- 
son formerly was AP radio editor in 
New York and a member of the BLUE 
oo staff in Washington and New 
ork. 


W. E. DEBNAM, commentator spon- 
sored on WPTF Raleigh, N. C., for four 
years by Smith-Douglas Co., Norfolk. 
left May 27 for a three-month Pacific 
tour to interview servicemen and 
women from the WPTF area. He will 
record “Report from the Pacific” series. 
FRANK H. JETER, agriculture editor 
of the State College Extension Service 
and Experiment Station, has been added 
as farm commentator. 

CKTB St. Catherines, Ont., CJAT Trail 
and CKLN Nelson, C., have sub- 
scribed to Press News Service, bringing 
total of Canadian stations using PN 
to 46 

FRED JOHNSTONE, newsman and an- 
nouncer of WSYR Syracuse, has joined 
the announcing staff of WHN New 
York. 

JOHN M. CARLISLE, war correspondent 
for WWJ Detroit, has started a new se- 
ries of broadcasts from the northern 
Luzon fighting front in the Philippines. 
Programs are recorded in Manila. 
CHARLES SARJEANT, member of the 
news staff of WCCO Minneapolis, has 
married Kap Simpson. 

CHARLES ROMAN has joined the Mu- 
tual news department replacing DAN 
O’FLAHERTY, resigned. Formerly with 
the NBC news staff and with Press 
Assn., Mr. Roman was recently released 
from the RCAF after three years serv- 
ice. 
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STONEY McLINN, managing director 
of the Philadelphia Sandlot Baseball 
Assn. and WIP Philadelphia _sports- 
caster, was honored May 28 by a testi- 
monial dinner at the Bellevue-Stratford 
Hotel. Proceedings were broadcast by 
WIP. 

OVERSEAS News Agency, New York, is 
issuing a quarter-hour foreign news 
commentary based on reports from 
ONA correspondents at home and 
abroad. Script is divided into three 
parts, (1) war news commentary by 
FLETCHER PRATT, analyst; (2) the 
“inside story”, and (3) a human inter- 
est story of people behind the news. 
Script is available to stations for pres- 
entation on sustaining or sponsored 
basis. 


CPL. WALTER KANER, former director 
of publicity and special features of 
WLIB New York and currently in Ger- 
many, has been awarded the Combat 
Infantryman Badge for “satisfactory 
performance of duty in ground combat 
against the enemy”. 


NELSON G. PRINGLE, CBS Hollywood 
news analyst, returned to West Coast 
headquarters in late May after sevel 
weeks of constant C-54 flying during 
which he covered approximately 25,000 
battle-front miles throughout the Pa- 
cific area. 


ART FELDMAN, newly appointed head 
of the Blue London office, has started 
a commentary Sun. 1:15-1:30 p.m., re 
placing GEORGE HICKS, expected back 
momentarily. 


PAUL MANNING, war correspondent 
for WOR New York and Mutual, writ- 
ing from a camp near Magdeburg, Ger- 
many, reported that he would make 
his way to Paris and SHAEF headquar- 
ters in a Mercedes-Benz, which he ad- 
mittedly “looted” from Gestapo head- 
quarters. Mr. Manning said he had an 
Army certificate of temporary owner- 
ship permitting him to drive anywhere 
in ETO, “so now Mutual has a staff car 
on the continent”. 
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One of the studios used interchange- 
ably by FM station WBRL and 
AM station WJBO. RCA-Type 44- 
BX Microphones are used in this 
studio, in the smaller announce-type 
studio, and in the large, auditorium- 
type studio. 


The specially built RCA control console in the master 
control room shared by WBRL and WJBO. Indi- 
vidual panels control the output from three studios. 
Network lines and remotes are controlled from a 
fourth panel. The push-button selector system in the 
center panel allows any program to be fed to each 
of the three output lines (one AM, one FM, one spare 
or network). 


The transmitter room shared by WBRL and 
WJBO. The 1 KW FM Transmitter is the unit 
just left of center in this picture. At the far left 
are racks containing the FM audio input and 
monitoring units. At the right is the 5 KW AM 
transmitter. Not shown in this picture are the 
AM audio and monitoring racks and AM phas- 
ing units. All of the equipment in this picture 
is of RCA manufacture. 
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WBRL, the FM station of the Baton Rouge 
Advocate and State Times, uses RCA equip- 
ment throughout. In the studios are RCA 
44-BX Microphones; in the control room 
is a special RCA-built master control con- 
sole. At the transmitter building are an 
RCA FM-1-A Transmitter and RCA fre- 
quency and modulation monitors. The 
antenna is an RCA-developed, six-bay, 
square-loop antenna. 

WBRL is a sister station of WJBO, the 
AM station operated by the Baton Rouge 
Advocate and State Times. It is interesting 
to note that WJBO, like hundreds of 
other AM stations, is also completely RCA 


equipped. Operators of AM stations know 
the meaning of “RCA all the way.” And 
they know that in RCA FM equipment 
they will find the same dependability and 
the same advanced design features that 
they have come to expect in RCA AM 
equipment. 

Operators of both AM and FM stations — 
and station applicants — can make reser- 
vations right now for early delivery of 
RCA postwar broadcast equipment. For 
information on our Broadcast Equipment 
Priority Plan, write to Broadcast Equip- 
ment Section, Rap1o CORPORATION OF 
America, Camden, New Jersey. 


Buy More War Bonds 








The transmitter plant of WBRL-WJBO. The AM antenna system consists of two 


RADIO CORPORATION OF AMERICA — 


RCA VICTOR DIVISION - CAMDEN, N. J. 
In Canada, RCA VICTOR COMPANY LIMITED, Montreal 


300-ft. and one 500-ft. (center) tower. The FM antenna system is mounted at 
the top of the latter. It is fed by a concentric transmission line from the transmitter 
building in the foreground. The entire layout was designed by WBRL and RCA 


engineers working together. 
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1 close-up of the six -bay FM 
antenna mounted on top of 
4M tower. This 
antenna consists of square 
loops mounted around’ the 
lt was specially 
designed by RCA engineers 
to answer a particular mount- 
ing problem. 


PP OS alles 
gee le Re ae : 
ere 





| ee 


9 et aa oe 
PA 


, SA we A xX Li avas WA 


a 
6 OF MS LE 






ee | 


* 






FA a 
VY 


Z 
A\ 


“Aa\ 
* 





i/ 


xy 


WV 










“SNP as 












AK? 


wre 


?, 


2 











YOU ARE IN 
GOOD COMPANY 





WHEN YOU 
ADVERTISE ON 


S ANCELES 
FIO Ac -1CO000 WRAASG 
WES GREATEST IADEPERODAS 


Metione! Seles Representative * Pew! H. Reymer Compeny 











Watch! 


Homer Griffith 
Company 


Radio Station Representatives 
The West's 
Largest 
Fastest Growing 
Organization 
“We know the West 
We sell the West” 
Homer Griffith Company 
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OREGON 


QEPRESENTES NATIONALLY 
SY COWARD fEtay & CO. INE 


OWI Impressions 
Pass Billion Mark 


Record Week Is Attained in 
War Message Program 


AN AVERAGE of over 10 impres- 
sions per radio listener was scored 
by OWI Domestic Radio Bureau 
war message announcements on 
network and local stations during 
the week beginning May 14, bring- 
ing the grand total of listener im- 
pressions in any seven-day period 
over the billion mark for the first 
time. 

The intensified allocation plan, 
with its 1,003,608,000 impressions 
secured during the May 14 week, 
represents an increase of 50% over 
the same week in 1944. The increase 
over the previous week was 18%. 
Total impressions for 1945 up to 
the end of the May 14 period were 
15,109,811,000. 

The figures do not include addi- 
tional voluntary efforts by network 
or local programs on behalf of war 
information campaigns. In estimat- 
ing the impressions per radio lis- 
tener, a base of a 100 million lis- 
teners is used. This takes into con- 
sideration the fact that some of 
the population do not listen but 
that there is a considerable audi- 
ence of children who listen to pro- 
grams especially slanted toward 
them, as well as to regular fare. 
They also partake in many war 
campaigns. 

The Seventh War Loan account- 
ed for 57% of the week’s impres- 
sions, which were obtained from 
war messages on 541 network and 
national spot programs and 43,218 
station announcements on 893 U. S. 
radio stations plus one special event 
in behalf of 25 war information 
campaigns. 

Individual allocation plans con- 
tributing to the overall figure made 
the following number of impres- 
sions: 

Network Allocation plan—587,700,000. 


Special Assignment plan—312,037,000. 
Station Announcement plan—63,000,- 
100 


National Spot & Regional Network 
plan—40,391,000. , 
Special Events—480,000. 


Buys Film Rights 


UNITED ARTISTS Corp., New 
York, has purchased from Ray- 
mond R. Morgan Co., Hollywood 
production and advertising agency, 
film rights to Queen For Today, 
Mutual sustainer heard in New 
York Mon, thru Fri. 2:30-3 p.m. 
E. A. Golden will produce the film, 
budgeted at $1,000,000. Deal was 
transacted within three weeks af- 
ter the program took to the air, 
possibly establishing a speed rec- 
ord for purchase of a radio show 
by a film company. Scripting was 
under way last week and casting 
is to be announced shortly. With 
Dud Williamson as m.c., a “Queen” 
is chosen each day on the Mutual 
program, and then taken on a tour 
of shopping and_ entertianment 
spots in the city, returning to re- 
port on her adventures the next 
day, when a new queen is selected. 


ROMOTION }<3 


OLD CUP was awarded KALE Port- 
land, Ore., as winner of “Red Ryder” 
program promotion contest staged 





by Langendorf United Bakeries, San 
Francisco, sponsor of _  thrice-weekly 
western series on 10 Don Lee Pacific 
stations. Station covered all community 
publications with program display ads 
as well as combination of Red Ryder 
promotion with that done for other 
children’s programs. Trophy cup pres- 
entation was made to Leith Abbott, 
head of KALE publicity-promotion de- 
partment, by J. E. Calnon, Portland 
plant manager for Langendorf. Award 
remains on display until 1946 when an- 
other promotion contest will be staged. 


Replacement Promotion 

TO PUBLICIZE “The Adventures of 
Topper”, which starts June 7 on NBC, 
Tuesday 8:30-9 p.m., as summer re- 
placement for “Dinah Shore’s Open 
House”, Benton & Bowles, New York, 
agency for General Foods Corp., spon- 
sor of the series, has sent copies of the 
Thorne Smith novel on which the Top- 
per broadcasts are based to radio edi- 
tors. Invitation to hear first broadcast 
is pasted on the fly-leaf and a signed 
photo of Roland Young, star of the 
series, is enclosed. 


Mutual Campaign 
PROMOTING the accelerated pace of 
the Mutual program department under 
the leadership of Phillips Carlin, as 
evidenced by the recent launching of 
16 new programs for a total of 13 hours 
a week of new radio material, the net- 
work has started a new business press 
advertising campaign built around the 
slogan “Where Showmanship Means 
Business”’. 


WMRN Farm Show 
BROADCAST as part of the “Friendly 
Farmer Hour” on WMRN Marion, O., 
was a dinner given by the station for 
local members of the Future Farmers 
of America who had earned the state 
farmer award as guests of honor. John 
Odson, state director of agriculture 
and his assitant, Byron Sandles, were 
speakers. 


War Coverage Book 
STORY of the last 338 days of the Ger- 
man war, recording the highlights of 
military actions which culminated in 
the unconditional surrender of the 
Third Reich, is told in a well illustrated 
book issued by NBC. Story sequence 
follows network’s coverage continuity 
from June 5, 1944, through May 8, 1945. 


New Affiliation Promotion 


EXTENSIVE promotion is being used 
by WCMI Ashland, Ky., Nunn station, 
to announce affiliation with CBS June 
15. Bus cards, daily newspapers, trade 
journals, billboards, direct mail and air 
announcements are employed. 


Story on WTAG Project 
WTAG “Worcester and the World” proj- 
ect to promote international under- 
standing is subject of lead article of 
June “Magazine Digest”. 


ROK 


WILL DO A JOB FOR YOU IN 


ROCKFORD, 


METROPOLITAN POPULATION NOW 111,000 
1944 RETAIL SALES—S$85,975,000 


1000 WATTS 


Affiliated with the 
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American 


Neblett Folder 


NEBLETT Radio Productions, Chi 

outlines features of its package sho, 
“So the Story Goes” in a file-folde 
presentation bearing on the cover 4 
microphone with simulated  cut-oy 
tag for insertion of potential client; 
or agency contact name. Included , 
biographical material on Johnnie Nep. 
lett, producer-narrator, program person. 
nel and reprints of Neblett trade ag 


WLS Reprints 


WLS Chicago has issued a brochur 
containing reprints of seven recent 
trade paper advertisements in 
“WLS Voice of a Friend” series. Re. 
lease is printed on white enameled stoc, 
in two colors and describes reception 
granted WLS personnel in the home 
of Midwest America for the past 2 
years. 


Consigned to History 


ALBUM of recorded excerpts from pro. 
grams carried by NBC on D-Day which 
were broadcast by WTIC Hartford were 
presented by Paul W. Morency, genera] 
manager of the station, to the Yale 0 
library, the Connecticut State Librar, 
and the library of the Hartford Boar 
of Education. 


WAPI Brochure 


MAIL response to request program of 
recorded hillbilly and cowboy tunes 
“Alabama Hayloft Jamboree’’, is sub- 
ject of brochure published by WAP! 
Birmingham. Results obtained by spon- 
sor, Hubinger Co. (Quick Elastic 
Starch), also are featured plus pr- 
gram’s rating and cost. 


Waring Album 


NBC, in connection with Fred Waring’ 
return to the network on June 4, sent 
about 200 albums of eight Waring 
Decca records to radio editors through- 
out the country. Album contains patri- 
otic and service songs done by the or- 
chestra and glee club. 


WOV Mail Piece 


WOV New York has issued a direct- 
mail piece on “Lest We Forget” au- 
thoritative accounts of Nazi atrocities 
which will be broadcast each evening 
up to the time of the war crimes trials 
Piece quotes Walter Winchell’s column 
lauding the program as “a nifty idea’ 


Bible Series Promoted 


WGL Fort Wayne, Ind., is promoting 
“Chapel Garden” commercial series 
Sunday 5:30 p.m. by letters to all pas- 
tors who are members of the Fort 
Wayne Ministerial Assoc. calling atten- 
tion to the dramatizations of well- 
known Bible stories. 


WGN Program Presentation 


WGN Chicago has issued a new brochure 
calling attention to station’s program 
building prestige. The 16-page presen- 
tation embraces 11 WGN productions 
through advertisement reprints. 


ILLINOIS 


REP.—HEADLEY-REED 
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1945—RADIO'S 25TH ANNIVERSARY 
—PLEDGED TO VICTORY 
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CARSON 
alils 
SCOTT 


AND COMPANY 


«oe WMAQ at 5:15 PM 


Broadcast Advertising 


Carson Pirie Scott & Co., one of Chicago’s oldest and 
finest department stores, recently decided to inaugurate 
an institutional advertising campaign. Radio was chosen 
as the medium to reach the millions in the Chicagoland 
market, America’s 2nd largest, where 2,855,700 fam- 
ilies annually spend over $3,500,000,000. 

Before selecting a station they checked station cover- 
ages and found WMAQ to be Chicago’s number | sta- 
tion— the Chicago station most people listen to most. 

And so Carson Pirie Scott & Co. currently sponsors 
“Variety at 5:15” on Monday, Wednesday and Friday 
evenings. They have joined the group of discerning ad- 
vertisers whose programs over WMAQ make up radio’s 
finest entertainment program schedule in the world. 

WMAQ~— morning, noon and night—reaches the peo- 
ple who listen and buy. Information concerning time 
availabilities furnished upon request. 





The Chicago station most people listen to most 
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THE SHREVEPORT TIMES 
STATION 


Shreveport. La. 


In the Ark-La-Tex 
Area, KWKH, 
with its 
50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 
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WILLIAM J. SALSTROM, with Comp- 
ton Adv. since June 1944 as assistant 
research director, has been named re- 
search head. He formerly was associated 
with the Gallup Poll, and associate di- 
rector, National Opinion Research 
Center of Denver U. He succeeds AL- 
FRED POLITZ, who has resigned to de- 
vote full time to his own research or- 
ganization. BEN THOMAS, at one time 
affiliated with the Detroit office of the 
former J. Sterling Getchell Inc., has 
joined the Chicago office of Compton 
Adv. to assist in servicing the Chicago 
division of Socony-Vacuum Oil Co. ac- 
count. 


M. HELEN WHITMORE, recently with 
Franklin Bruck Adv., New York, where 
she served on the Manhattan Soap Co. 
account, supervising radio and space 
copy, has joined the writing staff of the 
radio department of N. W. Ayer & Son, 
New York. 


HIXSON-O’DONNELL Adv., New York, 
has moved to larger quarters in the 
Empire State Bldg., occupying the en- 
tire west section of 74th floor. New 
phone is BR 9-5950. 


J. H. S. ELLIS, president, Arthur Kud- 
ner Inc., New York, has been elected 
to the board of trustees of Elmira Col- 
lege, Elmira, N. Y. 


CHARLES CHAPPELL, with Arthur 
Kudner Inc., New York, since 1935, has 
resigned to become a partner in John 

Owen Inc., New York agency, as 
executive vice-president. Name of firm 
= be changed to Owen & Chappell 
ne. 


GLENHALL TAYLOR, chief of Young 
& Rubicam Hollywood office, has ar- 
rived in New York for a seven-week 
visit. LESTER GOTTLIEB, radio pub- 
licity head, left New York last week 
for the West Coast for three weeks to 
plan promotion of network programs. 


BOZELL & JACOBS has opened an 
office at 724 Baker Bldg., Minneapolis, 
with TOM HASTINGS as manager. 
WILLIAM ROUSEAU, executive pro- 
ducer of McCann-Erickson, New York, 
moved to Biow Co. Hollywood office, 
June 1 

HERALD BECKJORDEN, CHARLES G. 
LINDSAY and RICHARD TURNBULL 
have been named assistant executive 
secretaries of the American Assn. of 
Advertising Agencies. O. KARL GIESEN 
is assistant treasurer, with MRS. L. W. 
MacKENZIE continuing as director of 
service. 

JERRY MORRISON, special accounts 
contact man for Keeley Brewing Co., to 
Malcolm Howard Adv., Chicago, as ac- 
count executive. 

MARIE MAZZULLA, formerly in adver- 
tising department of Westinghouse 
Electric & Mfg. Co., Lima, ., has 
joined the radio division staff of Dan 
B. Miner Co., Los Angeles agency. 
JANE O’LEARY has been appointed 
office manager of Glasser-Gailey & Co., 
Los Angeles agency, succeeding ESTHER 
FRIEDMAN, resigned. 


JACK BRIDGEWATER, from Dancer- 
Fitzgerald-Sample, Chicago, as copy su- 
pervisor, to Campbell-Mithun, Chicago, 
as creative chief. 

GEYER, CORNELL & NEWELL, New 
York, has leased additional space on 
the 20th floor of 745 Fifth Ave., to ac- 
commodate present and postwar ex- 
pansion. 


CHESTER E. HARING, 58, former vice- 
president of BBDO, New York, and at 
one time with Fuller & Smith & Ross, 
Cleveland, died last Wednesday in New 
York of a cerebral hemorrhage. At the 
time of his death, he was research di- 
rector of the Committee for Economic 
Development. 


3000 WATTS 
DAY AND NIGHT 


NATIONALLY REPRESENTED BY ADAM J. YOUNG, JR., INC. 
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ARTHUR HURD, media research 
director, J. Walter Thompson Co, 
New York (left) poses with W. G, 
Schoppmeyer, general export man. 
ager, Canada Dry International at 
the studios of XEW Mexico City, 
following a broadcast of Canada 
Dry’s Los Bocheros program. 





Dallas, Atlanta Offices 
Are Opened by J-W-T 


CHICAGO office of J. Walter 
Thompson Co. has announced open- 
ing of Dallas and Attlanta offices 
and of a new member with the 
Chicago staff. Dallas office is in the 
Irwin-Keasler Bldg. and will serve 
the branches and dealers in the 
Southwest for Ford Motor (Co. 
Clyde E. Rapp, former account ex- 
ecutive of the merchandising de- 
partment of agency’s Chicago of- 
fice, is in charge. 

Atlanta branch opened in Palmer 
Bldg. and handles Ford dealer ad- 
vertising accounts of Atlanta, 
Charlotte, and Jacksonville. T. 
Russell Paulson, former account 
executive of J-W-T Chicago, is 
manager in Atlanta with Chester 
R. Curtis, former advertising man- 
ager for the Atlanta division of 
Armour Co., as his assistant. 

Lt. Comdr. Victor C. P. Dreiske, 
recently assigned to inactive duty 
by the Navy, and previously in ex- 
ecutive positions with three leading 
automobile companies since 1914, 
has joined the executive staff in 
Chicago to service Ford branches 
and dealers in the Chicago and 
Great Lakes region. 





JACKSON 
MISSISSIPPI 





WHYNOT, MISSISSIPPI? 


This is a fine little community in 
Lauderdale County, Mississippi, but 
the question is—WHY NOT concen- 
trate your advertising in JACKSON— 

metropolitan center of Mississippi's 
539 MILLION dollar retail market. 

WSLi—the ‘‘Double-Return’” station, 
offers you maximum coverage of this 
market—at less cost! 


BLUE NETWORK 


WEED & COMPANY 





NATIONAL REPRESENTATIVES 
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DuMONT—FOR THE TCOLS OF TELEVISION 
hi 






































FIELD EVENTS. A DuMont-equipped 
Television Truck is a small station in itself. . . 
including cameras, control and sound equip- 
ment, relay transmitter and directional an- 
tenna. The relay receiver is located with the 
main transmitter. 


FILM STUDIO. Motion 
pictures, newsreels, commer- 
cials, etc., on 16 mm and 35 mm 
films require specially adapted 
projectors and DuMont Film 
Pickup Cameras. 


LIVE TALENT STUDIO. DuMont's 
Iconoscope Cameras pick up the scene and 
action. An electronic viewfinder enables cam- 
eramen to see exactly what looker-listeners see 
at home. DuMont’s Sound Boom picks up 
voices and music. 





















































TRANSMITTER AND CONSOLE. 
All meters, oscillographs, controls and clocks 
are separately mounted in the console for safety, 
easy visibility and centralized operation. Video 
and audio signals (sight and sound) are trans- 
mitted from different antennae located on the 
same transmitting tower. 


MASTER CONTROL 
BOARD. The Master Control 
Board is the heart of the television 
station. Engineers manipulate shad- 
ing and other controls to add tech- 
nical refinements with electronic 
artistry to all programs. 


PRODUCER’S CONTROL 
DESK. Monitors show scenes being 
picked up by different cameras . . . with 
the largest monitor showing the scene 
selected for broadcasting. The producer 
sees the scene exactly as looker-listeners 
see it on DuMont Telesets. 


DuMont knows television. @ DuMont has_ tion operation. It has thus set a broad profit 


equipped more television stations than any other pattern for postwar commercial television. 


company. These stations are demonstrating the @ DuMont recognizes your needs. It offers the 





efficiency, the extreme flexibility, the rugged 
dependability and the greater economy of 
DuMont Television Broadcasting Equipment. 
@ DuMont has pioneered in television sta- 


Broadcast Advertising 


DuMont Equipment Reservation Plan which insures 
early peacetime delivery and personnel training. 
@ Study television’s economies— get in touch 
with DuMont today. 


Copyright 1945, Allen B. DuMont Laboratorie« 





ALLEN B. DUMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. J. 
TELEVISION STUDIOS AND STATION WABD, 515 MADISON AVENUE, NEW YORK 22, NEW YORK 
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KOIN 


Our Thought, Effort 
and Facilities... 


Pledged fo Victory! 
PORTLAND, OREGON 


CBS Affiliate 
FREE & PETERS, Inc., Nat’l Rep. 





Horace N. Stovin 


AND COMPANY 


RADIO 
STATION 


REPRESENTATIVES 


offices 


MONTREAL e WINNIPEG 
TORONTO 
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SALT LAKE CITY 
UTANS WBC 5.470" 





National Representative JOWN BLAIR & CO. 





MONEY TO BURN 


Farmers in this six- 
state area never had 
more money in_ their 
lives. They're BUYING! 
WIBW can make them 
, ask for your product. 


WIBW 
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MID-CONTINENT PETROLEUM  Co., 
Tulsa, Okla. (Diamond D-X Products), 
May 22 started newscasts on WLS Chi- 
cago three-weekly 12:00-12:15 p.m. Agen- 
= is Potts, Calkins & Holden, Kansas 
City. 


W. & J. SLOANE, Beverly Hills (home 
furnishings), May 22 started nightly 
half-hour program of recorded ‘“Con- 
cert in Minature” on KFAC Los Ange- 
les. Contract is for 39 weeks. William 
John Adv., Beverly Hills, Cal., has ac- 
count. 


EDISON BROTHERS STORES Inc., Chi- 
cago (Burt Shoes), has signed for 65 
station breaks on WMAQ Chicago. 
Agency, United Broadcasting, Chicago, 
is said to be planning use of other sta- 
tions. 


ALEXANDRIA Dairy Products Co., 
Alexandria, Va., has started “You Are 
You”, personality development series, 
on WOL Washington Sunday 10:45-11 
p.m. Til forbid contract placed through 
Lewis Agency, Washington. 


LYON VAN & STORAGE Co., Los An- 
geles, adding to West Coast schedule 
on May 28 started daily spots on KECA 
KGO. Contracts for 52 weeks placed 
thru BBDO, Los Angeles. 


SUPERIOR SEAFOOD Co., Los Angeles 
(seafood products), has renewed five- 
weekly quarter-hour ‘‘Gospel Singer” on 
KECA Hollywood. Contract for 13 weeks 
placed thru Hillman-Shane-Breyer, Los 
Angeles. 


BECKMAN FUR Co., Los Angeles (retail 
furs), on July 8 starts weekly quarter- 
hour program of Xavier Cugat record- 
ings on KFI Los Angeles. Contract is 
for eight weeks. Other Southern Cali- 
fornia stations will be added. Glasser- 
Gailey & Co., Los Angeles, has account. 


BLUE RIBBON Corp., Toronto (canned 
foods), has started live spots on 22 
eastern Canadian stations announcing 
return of vacuum sealed jars. Agency 
is Cockfield Brown & Co., Toronto. 


PARAMOUNT PEST CONTROL Co., 
Oakland, Cal (insecticide). has signed 
for a 52-week varied spot schedule on 
KMPC KTMS KQW KFBK KWG KERN 
KFXM and McClatchy Network. Sched- 
ule will be expanded to Pacific north- 
west and Inter-mountain stations. Ac- 
count is handled by Ad Fried Adv., 
Oakland. 


H. R. DAVI Co., Oakland, Cal. (Mira- 
cle Foam furniture and upholstery 
cleaner), has started a 52-week varied 
spot schedule on KQW KROY KTMS 
KMJ KERN KWG KOH KFBK KPO 
KSRO and the McClatchy Network. 
Campaign will be expanded to major 
Pacific Coast cities. Agency is Ad Fried 
Adv., Oakland. 


FREDERIC W. ZIV Co., Cincinnati, 
new business for “Korn Kobblers” 
quarter-hour transcribed library series 
includes: WDAY Fargo, N. D., five- 
weekly for 52 weeks effective June 1; 
Bowman Bakery, Roanoke, Va., three- 
week'y for 52 weeks on WDBJ Roanoke: 
KILO Grand Forks, N. D., three-weekly 
for 33 weeks, and Galveston Houston 
Brewery (thru Rvthrauff & Ryan), 
three-weekly on KVIC Victoria and 
KRIS Cornus Christi. Tex. Quality 
Dairy Co., St. Cloud, Minn., has signed 
for weekly quarter-hour “Manhunt” 
series for 52 weeks on KFAM St. Cloud. 


PALM DAIRIES, Vancouver (ice cream), 
has started weekly musical program on 
14 western Canadian stations. Agency 
is Stewart-Lovick, Vancouver. 


CAMPBELL FINANCE Corp., Toronto 
(small loans), has started five-minute 
musical program weekly on CKEY To- 
ronto. Agency is Ronalds Adv., Toronto. 


CANADIAN INSECTICIDE & CHEMI- 
CAL Co., Toronto, has started twice- 
weekly spots on a number of Canadian 
stations. Account was placed by Locke, 
Johnson & Co., Toronto 


BARBARA ANN BAKING Co., Los An- 
geles (bread, cake), increasing South- 
ern California schedule on May 29 
started twice-weekly quarter-hour ‘“Mi- 
randy’s Almanac” on KFI. Contract is 
for eight weeks. Scholts Adv. Service, 
Los Angeles, has account. 

CHAMP LABS. Corp., Toronto (Champ 
cleanser), has started a Saturday night 
half-hour barn dance on CKNX Wing- 
ham, Ont. Agency is J. J. Gibbons Ltd., 
Toronto. 


CROWN MILLS, Portland, Ore., is spon- 
soring ‘“Five-Minute Mysteries’, NBC 
Radio Recording syndicated program, on 
KEX KAST KMED KOOS KORE KRNR 
KUIN KSLM KWIL KELA. Agency is 
W. S. Kirkpatrick Adv., Portland. Se- 
ries has also recently been sold to 
WTAG WENY KNOE KNOW KOB 
WALA WSAI WSAZ WTSP KGU WSOC 
WOOD WMBG WWNY KxXOX KSRO, 
NBC reported. 


PURE FOODS Co., Mamaroneck, N. Y. 
(Herb-Ox bcuillon), on June 4 starts 
for 13 weeks thrice-weekly participation 
in ‘“‘Art Baker’s Notebook” on KFI Los 
Angeles. Agency is J. M. Mathes Inc., 
New York. 





HANDSHAKE by Williarh A. Mc- 
Guineas (1), commercial manager of 
WGN Chicago, and Louis Goldblatt, 
of Goldblatt Bros., Chicago dept. 
store, confirms signing of contract 
for 52 weeks of four consecutive 
quarter-hours six days per week 
on WGN. Involving approximately 
$150,000, contract covers Record 
Reville, Meet the People, Musical 
Merry-Go-Round and Your Girl 
Friend. Other approving smiles be- 
long to Walt Schwimmer, Schwim- 
mer & Scott, Chicago, and Bill An- 
son, m.c. of the shows. 


DOUGLAS AIRCRAFT Co., Santa Mon- 
ica, Cal. (help wanted), adding to 
Southern California spot schedule on 
June 1 for four weeks or more started 
thrice weekly five-minute program on 
= Agency is The Essig Co., Los An- 
geles. 


AMERICAN Institute of Food Products 
Inc., New York, on June 5 starts week- 
ly half-hour television program on 
WABD New York. Booked for 52 weeks. 
program will feature discussion be- 
tween a food buyer from a chain or 
wholesale firm and a food broker, talk- 
ing about food shortages, food avail- 
able, etc. Food products of various in- 
stitute member firms will be displayed. 
Business placed direct. 


CAT’S PAW RUBBER Co., Baltimore 
(soles and heels), has started twice- 
weekly transcribed spots on CKEY To- 
ronto. Agency is S. A. Levyne Co., Balti- 
more. 


CRYSTAL BEACH Co., Buffalo (summer 
resort), has started thrice-weekly spots 
on CKEY Toronto. Agency is Baldwin 
& Strachan, Buffalo. 


BU-TAY PRODUCTS en, Los Angeles 
(Raindrops), on May 22 for 52 weeks 
started participation in ‘Meet the 
Missus” on eight CBS Western stations. 
Tuesday 2:45-3 p.m. Agency is Glasser- 
Gailey & Co., Los Angeles. 


EVANS FUR Co., Chicago, begins spon- 
sorship June 4 of Vic Brown’s pack- 
age, “G.I. Joe’s Problems” on WGN 
Chicago Monday thru Friday 6-6:15 p.m. 
Contract for weeks placed by State 
Adv., Chicago. 


ATLAS CHEMICALS, Toronto (Wypof 
cleanser), has started spots daily on a 
number of eastern Canadian stations. 
Agency is Ellis Adv., Toronto 
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RADIO SALES TEST 
SHOWN BY HOOPER 


“ECONOMY, speed and the stg. 
bility of the large sample” wer 
cited as three virtues of a methog 
of measuring radio’s selling effe. 
tiveness which was described May 
23 by C. E. Hooper, president, ¢ 
E. Hooper Inc., at the CCNY (Cop. 
ference on Radio and Business 
[BROADCASTING, May 28]. 

Assuming that if listening or no 
listening to a program can be ge. 
tablished between two groups with. 
in a random sample of a popula. 
tion, other advertising than radiy 
falls with equal effect on listener 
and non-listener, the technique 
compares telephone homes listening 
to a program (determined by the 
regular Hooper interviews) with 
a cross-section of random tele. 
phone homes (which may be lis. 
teners or non-listeners). 

Listener homes are recontacted 
coincidentally with the random 
sample and all are asked what 
brand of the type of product they 
last bought and then if they ever 
listened to the radio program. Ap- 
swers of the cross-section group 
give a “brand rating” which serves 
as a base for measuring the effec. 
tiveness of the “listener brand rat- 
ing” of verified listeners to the ad- 
vertiser’s program. 

Technique, revealed for the first 
time at the Conference, has been 
used for four products for 18 
months, Mr. Hooper reported. 


Lorrillard Replaces 


P. LORRILARD Co., New York 
(Old Gold cigarettes), on June 17 
replaces for 13 weeks Comedy The- 
atre with Meet Me at Parky’s on 
NBC, Sunday, 10:30-11 pm. 
(EWT). Summer _ replacement 
comedy series is based on an idea 
by Joe Rines and will star Park- 
yakarkus (Harry Einstein). Tal- 
ent includes Betty Rhodes and Dave 
Street, singers, with Opie Cates 
orchestra. Bob Williams will an- 
nounce. Hal Fimberg of Lennen & 
Mitchell is producer. If approved 
by sponsor after first 13 weeks, 
comedy series may continue through 
fall replacing Comedy Theatre. 
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DIVISION OF INTERNATIONAL DETROLA CORPORATION 
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Why ADVERTISING AGE 
Gets Top Readership 


A copy judging contest to rate the best mail-order advertise- 
ments published by the International Correspondence Schools 
in 1944 resulted in 460 readers of ADVERTISING AGE sub- 
mitting entries—as the result of one news story describing 
the competition! 

A media executive whose recent market study was listed 
in a single paragraph in “Information for Advertisers,” a 
weekly column in ADVERTISING AGE, received 300 re- 
quests for 500 copies of his survey! 

A company announcing a new statistical service ran a single 
page advertisement in ADVERTISING AGE and received 
220 signed coupons asking for more information! 

Why this tremendous editorial and advertising response 
from the readers of ADVERTISING AGE? We have prepared 
a brochure, “‘Do We Have What it Takes?” to describe this 
phenomenom of editorial power, which explains why AD- 
VERTISING, AGE consistently tops all other general adver- 
tising | eppacense ne in readership studies made independently 
by media, agencies and manufacturers. 

Send for your copy today! 


Advertising Age 


The National Newspaper of Marketing 
100 E. Ohie St., Chicago 11 + 330 W. 42nd St., New York 18 








Page 58 


@ June 4, 1945 


Four Resign from FMBI; 


Five Others Are Dropped 


FOUR MEMBERS have resigned 
from the FM Broadcasters Inc. and 
five others were dropped, four for 
nonpayment of dues, it was learned 
last week following the FMBI Chi- 
cago Board meeting of May 24, 
[BROADCASTING, May 28]. Resigna- 
tions were accepted from Wisconsin 
Network, Wisconsin Rapids; Radio 
Division, Bendix Aviation Corp., 
Baltimore; Great Trails Broadcast- 
ing Corp., Dayton (WING); G. W. 
Covington Jr., Montgomery, Ala. 
(WCOV). 

Membership of Lt. Col. A. A. 
Schechter, radio officer on Gen. Mac- 
Arthur’s staff who plans to retire 
shortly, was dropped inasmuch as 
Col. Schechter “is in the service and 
has been out of contact with the 
association”. These four members 
were dropped for nonpayment of 
dues: James F. Hopkins Inc., De- 
troit (WJBK); Houston (Tex.) 
Printing Corp. (KPRC); Star- 
Times Publishing Co., St. Louis 
(KXOK); WBNY Buffalo, N. Y. 





Senate Communications 


Group to Miss Berlin 


BERLIN has been ruled out on the 
itinerary of the Senate Interstate 
Commerce subcommittee, now in- 
specting international communica- 
tions in Europe with FCC Chair- 
man Paul A. Porter and military 
otlicers [BROADCASTING, May 21, 
28]. 

Headed by Sen. Burton K. Wheel- 
er (D-Mont.), chairman of the 
Standing Committee, the party last 
week went to Italy. Sen. Wheeler 
was quoted in news dispatches as 
saying that while permission had 
not been denied his group to visit 
the German capital, he was told 
such a trip would be “inadvisable”’. 
With the officials is Ed Craney, 
head of KGIR Butte, Mont. and the 
Z-Bar Network, who accompanied 
the Senators as Chairman Wheel- 
er’s adviser. 





Seek Local CP 


APPLICATION for a new local 
station on 1450 ke with 250 w and 
unlimited time at Orangeburg, 
S.C., has been filed with the FCC 
by The Observer Radio Co. New 
corporation is composed of Paul 
Brown, vice-president and 10% 
owner, commercial manager of 
WAIM; Robert L. Easley, secre- 
tary and 50% owner, former broad- 
east engineer and assistant man- 
ager of WAIM now on leave to the 
Navy from the South Carolina 
State Radio System; Frank B. 
Best, president and 13 1/3% owner, 
holder of a third interest in the 
Orangeburg Observer, weekly ad- 
vertising publication, and Frank B. 
Best Jr., 13 1/3%. 





PUBLIC viewing of “Command Per- 

formance”, transcribed G.I. program pro- 

duced by Armed Forces Radio Service, 
will be staged for first time in a joint 
radio-film War Bond premiere at Grau- 

a Theatre, Hollywood, on 
une 14. 
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EXAMPLE of ingenuity in remoé- 
eling an old house into a modern 
radio studio is this “before and af. 
ter” picture of WSSV Petersburg, 
Va., which went on the air in May 
in time to broadcast V-E Day. 
Station operates on 1240 ke with 
250 w power and is owned by Louis 
H. Peterson, president, and Jonas 
Weiland, vice-president. 


German Council 
ADDITIONAL list of Army off 
cers and civilians holding top spots 
in the U. S. Group Control Council 
for Germany [BROADCASTING, May 
14] includes: Brig. Gen. Robert A. 
McClure, head of information con- 
trol service, in charge of press, 
radio and all forms of German 
public expression; Brig. Gen. 
Frank A. Allen Jr., director of 
public relations; Maj. Gen. Oliver 
P. Echols, deputy for communica- 
tions; Brig. Gen. Frank C. Meade, 
director of internal affairs and 
communications division. Among 
other Signal Corps officers as- 
signed to GCC are: Maj. J. E. 
Norton of CBS; Maj. W. B. Camp- 
bell of Radio Television Institute; 
1st Lt. J. W. Dobbs of WARM 
Scranton, Pa. 
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THE WHITE SOX AND WJJD 


Sure are Popular in Chicago 
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A Special C. E. Hooper Baseball Survey Made Sunday, April 224, 1945, Reveals: 





STATION | STATION | STATION ) STATION | STATION STATION | STATION STATION | gryes 
cocaL TIME |WIID) Phcyen | age | 8 


ra 4.210.5(2.8(2.4|4.310.3|6.111.2|5.7/08 


Ex Manine WJJD Broadcasts the Chicago White Sox Games Exclusively! 


B caeednan ave sports WJ J D, INC. PAU L H. we AY ME R 
announcer has, during his career, 
366 Madison Avenue 
Ad; t 


broadcast football, boxin ng. basketball, 230 North Michigan Avenue 
» 20000 wees 


and the Democratic and Republican Chicago 1, iilinols New York City 
June 4, 1945 @ Page 59 


















































Conventions in 1944—a major feat. 
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DUPLEX DETAILS 
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NOW AVAILABLE! 


Fresh off the presses, a 12-page bulletin on the 
new, amazing Duplex Speaker is now avail- 
able . . . jam-packed with engineering and 
technical data, performance curves and distri- 
bution characteristics. Details of the Dividing 
Network, A323 Amplifier and attractive cab- 


inets also included. 


SEND FOR YOUR COPY TODAY 


LANSING CORPORATION 





1210 TAFT BUILDING*HOLLYWOOD 28, CALIFORNIA 
250 WEST 57 STREET* NEW YORK 19, N.Y. 
IN CANADA: NORTHERN ELECTRIC COMPANY 
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HIGH RECORD IS SET 
BY OKINAWA SHOWS 


A RECORD 175 broadcasts from 
Okinawa to American networks 
came through during the first three 
weeks of the invasion and over a 
million words of press copy were 
filed for April. All broadcasts were 
made aboard ships of the Pacific 
Fleet over Navy facilities. Many 
programs were aired during Japa- 
nese suicide plane attacks, with 
ack-ack guns plainly audible. Navy 
shore transmitters will handle 
broadcasts from Okinawa after the 
amphibious forces move on to new 
objectives. 

The Navy radio studios at Guam 
were the coordinating center for 
the broadcasts from the war corre- 
spondents covering Okinawa. From 
Guam studios other network news- 
men rounded out the story of the 
Navy’s Pacific action, bringing the 
total number of broadcasts to 430 
out of Guam for April. 

Aboard ship, handling the radio 
facilities were Lt. Bruce Dennis, 
formerly news and special events 
man for WGN Chicago; Lt. Rich- 
ard L. Linkroum, ex-CB§; Lt. (jg) 
Paul Monroe, ex-CBS and NBC; 
Radio Technician Eugene C. Phil- 
lippi; and Radio Technician Charles 
K. Chrismon. 

Under a pool arrangement, all 
shipboard programs are available 
to all networks. 


Ryan Statement Thanks 


Papers for Appreciation 
APPRECIATION to the _ news- 
papers of America is expressed in 
a statement from J. Harold Ryan, 
president of the National Associa- 
tion of Broadcasters, released in 
the form of an _ advertisement 
available to stations and nets. 

The ad, addressed “‘To the News- 
papers of America” and signed Mr. 
Ryan and the station using it, is 
quoted in full: 

We of the broadcasting industry wish 
to express our appreciation to the news- 
papers of America for the manner in 
which they recognized our performance 
in the public interest on VE Day. 

Truly our faeilities and our ability as 
broadcasters were taxed to the utmost 
on this' momentous oeeasion. Three 
events of the past year have called upon 
our every resource in the proper dis- 
charge of our public trust. These three 
events were D Day, the loss of Franklin 
Delano Roosevelt and VE Day. 

The acknowledgments of our friends 
and contemporaries, the newspapers of 
America, which resulted from the per- 
formance of our duty and privilege as 
broadcasters during those fateful hours. 
will live long in our memory. 

A free radio in its 25th year desires to 
renew with a free press the resolution 
to preserve uncensored and unimpeded 
the channels of communication which 
are the heritage of a free people. 





French Stations 
LATEST step in establishment of 
a number of French-language 
broadcasting stations in Saskatche- 
wan is the sending to Quebec of 
Most Rev. M. J. Lemieux, Bishop 
of Gravelbourg, Sask., to open a 
subscription campaign for the es- 
tablishment of French-language 
stations in the prairies. One such 
station at St. Boniface, Man., was 
recently recommended for license 
by the Canadian Broadcasting 
Corp. [BROADCASTING, May 14]. 
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NEWS-WISE 


conference 
when commentator and staff hud. 
dled for the initial broadcast of 


ensued 


Jim Doyle—Commentator, on 39 
Don Lee Pacific stations. Standard 
Oil of California is sponsor on §2- 
week basis. Script-confabbers (1 to 
r) are Mr. Doyle, Bud Rutherford, 
writer; Wally Ramsey, announcer: 
Wayne Tiss, Hollywood vice-presi- 
dent of BBDO, agency servicing 
the Standard Oil account. 





CAB Will Meet in June; 
WAB August Session Set 


PROBLEMS resulting from the 
end of the war in Europe will be 
among business to be discussed at 
the meeting of the board of direc. 
tors of the Canadian Assn. of 
Broadcasters at Toronto June 18. 
19. CAB board does not expect to 
meet with the board of governors 
of the CBC until later in summer. 
Annual meeting of the Western 
Assn. of Broadcasters, consisting 
of western Canadian stations, is 
scheduled August 6-7 at the Palliser 
Hostel, Calgary, it has been an- 
nounced by G. R. A. Rice, CFRN 
Edmonton, WAB president. Recon- 
mendations for presentation at next 
CAB meeting will be considered. 


Dazey Schedule 


DAZEY Corp., St. Louis (kitchen 
aids and gadgets), is now using 25 
major stations in a series: of day- 
time spots to revive the Dazey name 
for present owners and to acquaint 
new generation with Dazey products 
to include new postwar items, 
Theme is to wait for quality Dazey 
products instead of stocking up now 
with competitive merchandise. 
Agency is Anfenger Adv., St. Louis. 











es 


Worlds Best 
Coverage of | 


the Worlds © 











UNITED 
PRESS 


Broadcast Advertising 








ensued 
fF hud. 
Cast of 
on 39 
-andard 
on §2. 
rs (1 to 
erford, 
puncer: 
e-presi- 


TVvicing 

‘une; \\ 

n Set 

wil rs Featuring one of radio’s 

ssed at foremost agricultural broadcasters 


f direc. 


ssn. of 
pect to 


vernors 
ummer. DIRECTOR 
V estern 
isisting 
ions, is# 
Palliser 
en an- 
CFRN 
Recon- 
at next 
ered, 











Burton Hutton is widely known 
in Pacific Northwest agricultural 
circles... for seven years Director 
of Agricultural Broadcasting at 
KOAC, the Oregon State College 
station, later Assistant General 
Agricultural Development Agent 
for the Great Northern Railway. 
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Dazey KALE’s Farm Service Department is the first full-fledged service of its kind to be 


up now Announcement participation is now available 


andise. established by any Portland radio station. In the few months of its existence it on PAY DIRT. For information see any KALE 


. Louis. representative. 


has already achieved wide popularity in its listening territory—the rich agricul- 
tural districts of Oregon and Southwest Washington. This fertile empire with 
43,480 farms has a farm and rural population of 402,156 according to the 
1940 U.S. Census. 

PAY DIRT, the program of KALE’s Farm Service Department, is broadcast 
twice daily except Sunday from 6:30 to 7:00 a.m. and from 12:15 to 12:30 p.m. 
Offers timely and reliable information on markets, weather, farm gardens, 


crop and livestock production and news of 4-H, FFA and farmers organizations. 





Pictured above are members of KALE’s Farm Service Advisory Committee, 


comprised of 20 county agents and prominent farmers who meet with Farm PQ RTLAND OREGON 
’ 


Service Director Hutton at regular intervals. 
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First Test by Supreme Court 


Of FCC’s Licensing Powers 


Writ of Certiorari 


Against 


Regulatory Body 


Granted in WKBZ Appeal of Fetzer Grant 


FOR the first time in the existence 
of the FCC or its predecessor the 
Federal Radio Commission, the 
U. S. Supreme Court has granted 
a writ of certiorari against the 
radio regulatory body. Last Mon- 
day the court handed down a 
favorable memorandum opinion on 
the petition of Ashbacker Radio 
Corp. [BROADCASTING, April 30, 


March 19] for a review of a deci- 
sion by the U. S. Court of Appeals 
for the District of Columbia which 
had upheld the FCC in the grant 
of a frequency dispute by the 
plaintiff. 

The case will be heard after the 






Leader of one of the great bands of all time, Glenn 
Miller enriched the world with his magnetic person- 
ality and with a most distinctive style in popular 


mMuUsIC. 


Glenn worked bis way through high school and the 
University of Colorado by playing the trombone in 
various bands. Since 1926 he played with such leaders 
as Benny Goodman, Charlie Spivak, Paul Ash, Red 
Nichols and Ray Noble. In 1938 he organized his 
own band which rose to the very top, and then left at 
the height of his career to join the Army. 


BROADCAST MUSIC INC 


NEW YORK 
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high court resumes sessions in Oc- 
tober. The Court of Appeals will 
send the records on the case to the 
Supreme Court for consideration 
along with new briefs which must 
be submitted by both parties 30 
days before oral argument. 

The Solicitor General will repre- 
sent the FCC in its grant of fre- 
quency 1230 ke in Grand Rapids 
to Fetzer Broadcasting Co. (WKZO 
Kalamazoo), principal owner of 
which is John E, Fetzer, Assistant 
Director of Censorship. 

With Segal, Smith & Hennessey, 
Washington, as counsel, Ashbacker 
(WKBZ Muskegon) has succeeded 
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Major Glenn Miller Day 


in reaching the Supreme Court 
with the first case challenging the 
FCC’s right to issue licenses as it 
sees fit. Ashbacker also had an ap- 
plication for 1230 ke for WKBZ, 
now operating on 1490 ke which it 
claims has poor propagation quali- 
ties. The former frequency is 
claimed to be the only one avail- 
able for use in the area and the 
distance between Grand Rapids 
and Muskegon being less than 50 
miles, both cannot use it. 

Ashbacker’s complaints are: 

1—The grant to Fetzer was 
made without hearing and since 
both applications are mutually ex- 
clusive, it automatically had the 
same effect as actually denying 
hearing to Ashbacker. 

2—WKZO has offices in Grand 
Rapids and claims coverage of that 
community already and thus vio- 
lates two FCC regulations (1) by 
providing additional service where 
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June 5th 


The nation honors one of its great heroes. 
...In appreciation of the many happy hours 
his music has brought, join in the Salute to 
Glenn Miller by playing his recorded music. 


FRENESI BI. 10994 
1 DO, DO YOU BI. 11020 
A STONE’S THROW FROM 

HEAVEN BI. 11063 
IDA BI. 11079 
PERFIDIA BI. 11095 
| GUESS I'LL HAVE TO 

DREAM THE REST BI. 11187 
ADIOS BI. 11219 
DELILAH BI. 11274 
FROM ONE LOVE TO 

ANOTHER (Danza Lucumi) BI. 11287 
DREAMSVILLE, OHIO BI. 11342 
THIS IS NO LAUGHING 

MATTER BI. 11369 


Please refer to your BMI 
DISC DATA for the list of 
BMlI-licensed titles recorded 
by Glenn Miller, and for addi- 
tional biographical material. 


HOLLYWOOD 







580 FIFTH AVENUE 
=» NEW YORK 139, N.Y. 
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Parker Watch Continue, 


Johannes Steel Serie, 
PARKER WATCH Co. is continy. 
ing its sponsorship of Johanng 
Steel’s commentaries on WHN Ney 
York, Monday through Friday 4] | 
7:45-8 p.m., according to Sterling 
Adv. Co., Parker agency, despite 
reports of pressure of the gor 
that allegedly was responsible fo, 
dropping of the Steel broadcast; 
on WHDH Boston by Washington 
Jewelry Co., operator of nine re. 
tail jewelry stores around Boston, 
Jewelry chain last week replace; 
the Steel program, broadcast 6-6:15 
p.m. on WHDH which received the 
program by direct wire from the 
WHN studios in New York, with 
a 1-1:15 p.m. news analysis by 
Geerge Hamilton Combs, also g 
WHN commentator whose pro. 
grams are similarly piped to 
WHDH from New York. Move was 
said to result from denunciations 
of Steel’s liberal leanings and 
threats of boycott from stores, 





not needed at the expense of lis. 
teners around Muskegon who do 
not have a single primary service 
and (2) by common ownership of 
two overlapping stations. 

The writ of certiorari petition 
contests the FCC’s discretion by 
two of three questions posed. The 
first asked if the Commission may 
grant a license to one party and 
designate for hearing an applica- 
tion by a second party on what is 
considered a fait accompli. If it 
may do so, the petition further 
questions the fairness or ethics of] 
such procedure. The third question 
apparently has been answered by 
high court grant of the writ. It 
asked if the grant to Fetzer adver- 
sely affected Ashbacker’s interests 
enough to allow it to sue out an 
appeal from the ruling $f the Court 
of Appeals. 





Store’s Big Drive 
ZCMI, Salt Lake City, known as 
America’s first department store, 
has turned to radio as a principal 
merchandising medium with addi- 
tion of nine quarter-hours weekly 
to its schedule on KSL. One series, 
Mon., Wed., Fri., 9 a.m., Fashion 
House features Margo Manners 
fashion personality, with live music. 
A five-weekly 1:15 p.m. show, Hits 
of the Day, is built around Miss 
Manners and includes name band 
recordings. Miss Manners acts as 
radio coordinator between ZCMI 


and KSL. Auerbach’s, another big j 


Salt Lake City department store, 
early this year began six half-hour 
programs weekly, for 52 weeks, on 
KSL. 


TO ENABLE music publishers to sult 
their distribution of musical arrange- 
ments to the actual needs of the indi- 
vidual broadcasters so that stations will 
neither fail to get the type of material 
they need nor be burdened with music 
they cannot use, Richard Frohlich, pub- 
lic relations director of ASCAP, has cit- 
cularized all stations as to their music| 
requirements. Responses are now being 
tabulated and compiled into a book 
listing the station address, the name of | 
the person to whom music should be 
sent, the type of arrangements desired 
for standard, popular, religious and 
hillbilly music, and any special require- 
ments of each station. 
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OF LUCK- 


iwcth SYLVANIA! 


T can never be a hit or miss 































proposition when it comes to 
radio tubes manufactured by 
Sylvania Electric. 

Beginning with the raw materials 
that go to make Sylvania tubes, 
you'll find Sylvania chemical and 
metallurgical laboratories testing 
every part—experimenting to discover 
new and better materials—new 
alloys, new compounds for further 
improving Sylvania Radio Tubes. 

With highly sensitive apparatus, 
measurements are made to determine 
power output, distortion, amplifica- 
tion, fidelity. Better, more faithful 
reproduction of your broadcasting 
programs is assured, when receivers 
are equipped with Sylvania tubes! 
SYLVANIA ELECTRIC PROD- 

UCTS INC., Emporium, Pa, 
















TAKE THE 
“LOCK-IN” TUBE 


1 Itis “locked” to socket—solidly. 

2 It has short, direct connections 
— lower inductance leads and 
Sewer welded joints. 


3 Metal “Lock-In” locating lug— 
also acts as shield between pins. 


4. No top cap connection ...over- 
head wires eliminated. 





MAKERS OF RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES; FLUORESCENT LAMPS, FIXTURES, ACCESSORIES; ELECTRIC LIGHT BULBS 











Fulton Lewis, jr. 
bd Ulmericas most ledlene lo 
News Keywriee 


These aren’t claims—they’re facts . . . and 
they’re yours for the asking. Wire, phone 
or write today for rates and immediate avail- 
abilities. WILLIAM B. DOLPH, Barr Build- 
ing, Washington 6, D. C. 


ORIGINATING FROM WOQ)L wasuincTon, b. c. 
ifiliated with the MUTUAL BROADCASTING SYSTEM 
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Stations Challenge Program Study 


(Continued from page 18) 


period, long or short, what exact- 
ly will be a given station’s program 
structure.” 

As for complaints that the sta- 
tion didn’t carry enough sustaining 
public service programs, KFBC 
said: “Our definite premise is that 
no sustaining public service pro- 
gram of quality and merit suffers 
whatever or is of less effectiveness 
and value or less in the public in- 
terest, convenience or necessity 
when it is converted to a so-called 
commercial program by receiving 
sponsorship. 

“Since the basic principles of 
flexibility in good programming is 
of utmost importance, it follows 
that this licensee should not violate 
this principle by adopting or ex- 
pressing a rigid pattern for its fu- 
ture program structure, and there- 
by make itself less capable of ful- 
filling its obligation and responsi- 
bilities to operate in the public in- 
terest, convenience and necessity.” 


U. S. Sponsored Series 


Contrary to the FCC contention 
that “public service” programs 
should be sustaining, the Govern- 
ment offers radio several tran- 
scribed programs—all available 
for sponsorship. These include the 
Treasury Salute, Hasten the Day, 
Sing for the Seventh, Music for 
Millions and Timely Farm Topics. 
In addition all OWI spot announce- 
ments are available for sponsor- 
ship. 

It has been the practice of OWI, 
when it wants to reach the greatest 
number of citizens possible with 
important Government messages, 
commercial programs are chosen, 
because they have the widest lis- 
tening audiences. In emergencies, 
such as the campaign a year ago 
to quickly move the then surplus 
eggs, OWI goes to the daytime, 
commercially sponsored serials be- 
cause they reach the greatest num- 
ber of housewives. 

Weekly allocation schedules for 
network promotion of war mes- 
sages show that the commercial 
programs provide the bulk of lis- 
tener impressions, according to 
OWI. Virtually all network pro- 
grams, commercial and_sustain- 
ing, participate in the allocation 
plan. Special assignments, over 
and above allocations, get substan- 
tial coverage through commercial 
programs. 

Following are abstracts from 
the various replies filed by other 
stations in reply to the Commis- 
sion’s criticism of commercial and 
“public service” schedules: 


WJJD Chicago—Commission charged 
719.8% of time was commercial as 
against 18.7% sustaining whereas cor- 
rect figures should be 69.5% commercial 
and 30.5% sustaining. Commission al- 
leged station, during week of Feb. 5-11, 
broadcast only 86 public service an- 
nouncements and 367 commercial spot 
announcements, or a ratio of 1-4. 
WJJD contends it is devoting five min- 
utes of each commercial and all sus- 
taining programs to the Seventh War 
Loan. Since July 24, 1944, when Mar- 
shail Field acquired the station, its 
public service broadcasts have increased 


73%. 
WJTN Jamestown, N. Y.—“Until re- 
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cently we have not considered WJTx 
well developed commercially as, we 
led to believe, were many other stations 
in its class and in comparable com. 
munities,” said letter from Jay 
Mason, station president. ‘‘Consequent. 
ly we assumed the right to grow com. 
mercially, so long as we did not ignore 
or neglect our responsibilities to th, 
public. . . . We believe that commer. 
cial programs also, if of the proper cop. 
tent, can and do serve the public jp. 
terst... .The station cannot control th 
demand for commercial time; it mug 
respond programwise to events and de. 
velopments to the changing needs ang 
preferences of its community. It must 
— to conditions beyond its cop. 
trol.” 

WINN Louisville—Explanatory lette 
of commercial and sustaining programs 
filed, said it plans, as nearly as possible, 
to conform to a format of 65% network 
and 35% non-network programs, 


More Discrepancies 


WMC Memphis—FCC charged only 
three public service announcements 
were aired during week of January 16; 
station contends actually 178 such an. 
nouncements were broadcast; they were 
included in commercial and sustaining 
programs to reach the most people. 

WDGY Minneapolis-St. Paul—Fco 
charged station was 91.9% commercial 
and 8.1% sustaining. Station’s analysis 
shows only 79.4% commercial and 20.6% 
sustaining, explaining that where spot 
announcements are interspersed in sus- 
taining programs, actual time of the 
commercial announcement was used 
as tabular basis, whereas the Commis. 
sion considered whole segments as com- 
mercial because there were some com- 
mercial spots on the program between 
recorded music. Claims that of all its 
commercial programs, 35% are religious. 
Public service announcements carried 
on regularly scheduled broadcasts. 


KRLD Dallas—In November 1941 sta- 
tion estimated, at renewal time, its 
commercial schedule would total 66% 
and sustaining 34%; FCC charged com- 
mercials use 89.5% of time, against 
10.5% for sustainers. Station replied 
that another week would show 21.4% 
sustaining. “I believe you will agree 
with me,” wrote John W. Runyon, 
president, “that the trend is now for 
the so-called commercial programs to 
be more and more of a public service 
nature. We intend to broadcast those 
programs that meet the public demands, 
including those of the so-called ‘mi- 
norities’.” 


KDON Monterey, Cal.—Filed schedule 
of programs showing commercial to be 
59.09% and sustaining time 40.91%; 
network 45.02%; local programs, 54.98%. 

KANS Wichita—Herb Hollister, gen- 
eral manager, replying to Commission's 
complaint that in January 1941 station 
estimated its commercial schedule at 
27% and sustaining at 73%, said he 
had no evidence of the “unprecedented” 
demand for time in 1941 and said sta- 
tion attempts to adhere to 65% com- 
mercial and 35% sustaining schedule. 
“A broadcasting station’s value as & 
public service institution is no great- 
er than the audience it can gather,” 
wrote Mr. Hollister. ‘It is the belief of 
the owners and management of KANS 
that a program can be paid for and 
still perform a splendid service to the 
community.” 








The 
WSLB 
(Mutual) 
Farmer Milks :— 
250,000 
Cows 


Twice Daily Pulling:— 
$30,000,000.00 
Annually 


His Cash Pay is:— 
$2,500,000.00 
Monthly 


The WSLB Farmer Has 
Money To Spend Every Month 
Not 


ONCE-A-YEAR 


The Walker Co.—Representatives 
Ogdensburg, N. Y. 
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Col. Schechter Expected to Join MBS 


As Director of News, Special Events 


ur. COL. A. A. SCHECHTER, 


ar} cently back from the Pacific 


Theater where he served as radio 
oficer for Gen. MacArthur, is ex- 
pected to join Mutual as director 
of news and special events at the 
time of his return to civilian sta- 
tus. Col. Schechter, who was for- 
merly in charge of news and spe- 
cial events at NBC, has had con- 
yersations with top Mutual execu- 
tives, it was learned last week, and 
an understanding was arrived at. 
No commitments can be made, of 
course, as long as Col. Schechter 
is in uniform. 

Tom Slater, in charge of special 
events, and John Whitmore, news 
chief, will remain with Mutual in 
those positions, it was definitely 
stated, refuting reports that Col. 
Schechter’s advent would mean a 
disruption of the department. It 
was explained that he will serve as 
a first assistant to Phillips Carlin, 
vice-president in charge of pro- 
grams, relieving him of the super- 
vision of news and special events 
programs. Paul Jonas, assistant di- 
rector of special events, will also 
remain at Mutual, it was stated, 
spiking the reports that he was 
joining the Blue or Gillette Safety 
Razor Co. when that company 
moves its fight broadcasts to the 
Blue from Mutual, where he has 
handled their production. 


Radio News Pioneer 


Col. Schechter joined NBC in 
1932 after having been in news- 
paper work in Providence and New 
York. He served on the old New 
York World, with AP and INS. 
Following the outbreak of the war 
he joined OWI in Washington as 
special assistant to the director of 
domestic operations. He was com- 
missioned a captain in the Army 
Air Forces in March 1943 and won 
two rapid promotions after having 
served ‘in the Army Air Forces 
public relations office here as radio 
director. 

He had been assigned to the 
Pacific Theater since August 1944 
and was primarily responsible for 
establishing radio and press com- 
munications from the war theater. 


4fB 





WNLC New London, Connecticut 


- » AP news of great value to 
us... has helped increase com- 
mercial revenue. 


Gerald J. Morey 
_ Station Manager 





available through 


PRESS ASSOCIATION, inc. 


$0 Rockefeller Plaza 
Now York. N.Y. 








He pioneered in the development 
of news available for sponsorship 
and in the establishment of trans- 
oceanic pickups while directing 
news and special events at NBC. 

Lt. Col. Jack Harris, former 
news and special events director of 
WSM Nashville, is slated for the 
Schechter successorship on the Mac- 
Arthur staff. Col. Harris already 
has relinquished his duties as exec- 
utive officer, Radio Branch, Army 
Bureau of Public Relations. Maj. 
Al Wharfield, formerly with C. E. 
Hooper Inc., now on the staff of 
Col. E. M. Kirby, chief of the Radio 
Branch, has been designated Col. 
Harris’ successor. 


CHAPPELL REVISES 
RENT DATA FINDING 


DR. MATTHEW N. CHAPPELL, 
who just left C. E. Hooper Inc. to 
become research counsel for Ed- 
ward Petry & Co., (see page 36) 
has revised his judgment on find- 
ings in a survey made for Hooper 
indicating that there is no relation 
between listening habits and varied 
rental prices and now maintains 
the opposite is the case, accord- 
ing to correspondence made public 
Thursday by Mr. Hooper. The lat- 
ter nevertheless plans to publish 
the original findings although with- 
out a Chappell byline. 

“Collectively these findings seem 
to indicate that so far as network 
programs and network stations are 
concerned, data obtained from tel- 
ephone samples with their economic 
and social bias, furnish an excellent 
index to listening in the total 
population,” Dr. Chappell wrote in 
April about a survey of listening 
audiences in Minneapolis and St. 
Paul. 

Dr. Chappell now questions the 
validity of this conclusion and of 
some of the data on which it was 
based and last Monday urged that 
the article be not published since 
“reexamination of the material... 
indicates greater listening in the 
higher rental districts than in the 
lower” in the case of one network 
station. 

Hooper organization nevertheless 
will publish the article, termed a 
rushed-through “preliminary draft” 
by Dr. Chappell, as part of the 
annua] Hooper report of listening 
in 89 cities, to be issued in about 
two weeks. Piece will carry no by- 
line, however, on Dr. Chappell’s 
protest that “it was not my expec- 
tation that the preliminary draft 
would be the basis of any publi- 
cation.” 

Matter is of some importance, 
Mr. Hooper said, as the radio adver- 
tising fraternity is now spending 
some $1,500,000 a year on basis 
that listening in telephone homes is 
indicative of overall network lis- 
tening. He pointed out that conclu- 
sions to this effect were published 
by Dr. Chappell in 1941 and 1944, 
prior to the recent study in Minne- 
apolis and St. Paul whose findings 
Dr. Chappell now questions. 
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WCMI gives advertisers the 
needed coverage-from-within of a 
densely populated, concentrated 
industrial market. Triple coverage 
at one cost—WHERE IT COUNTS 


MOST. 














NUNN STATIONS 
WCMI, Ashland, Ky. 
(Studio) Huntington, 


W. Va. 
WLAP, Lexington, Ky. 
WBIR, Knoxville, Tenn. 
KFDA, Amarillo, Tex. 
Owned and  oper- 
ated by Gilmore N. 
Nunn and J. Lind- 
say Nunn. 





The Affiliation Of 


WCMI 
Ashland, Kentucky 


... with... 


CBS 
June 15 


will give an established audience 
the ultimate in fine broadcasting. 


Onilo 














WCMI 


A NUNN STATION 





L. D. NEWMAN, Manager 
Ashland, Kentucky 


REPRESENTED BY THE JOHN E. PEARSON CO. 
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ADVERTISING executives attend- 
ing the Erma Proetz Award din- 
ner given by the St. Louis Women’s 
Adv. Club included (1 to r): Rudolf 
Czufin, vice-president and art di- 
rector, Gardner Adv. Co., St. Louis; 
James Wilson, D’Arcy Adv. Co., St. 
Louis; Sidney Wells, art director, 
McCann-Erickson, Chicago; Elmer 
Marshutz, Gardner president. 
Winner of the $100 Bond award 
for best radio commercials was 
Ethel Murtha Hurley, BBDO Los 
Angeles copywriter, honored for 
her commercials on the CBS This 
Is My Best show for Cresta Blanca 
Wine [BROADCASTING, May 28]. 
Honorable mention went to Helen 
Gordon, vice-president of the Fran 
Murray Agency, Cleveland, for pro- 


motional radio transcriptions for 
the Bloomfield Co., and to Jean 
Simpson, Chicago freelance radio 
writer and producer from Chicago, 
for her Aunt Jemima Blue pro. 
gram. 

In conjunction with the awards, 
the Women’s Adv. Club of §& 
Louis held a two-day exhibit of §¢t, 
Louis advertising, at which execy- 
tives of Gardner Co. were awarded 
first and second prizes for the best 
radio copy in the exhibit. Charles 
E. Claggett, Gardner vice-presi- 
dent, won first prize for commer. 
cials on the Tom Mix Mutual pro- 
gram. Second prize went to Bea 
Adams, vice-president of Gardner, 
for commercials on Mary Lee Tay. 
lor CBS show. 





THREE ASSIGNMENTS 
REQUESTED OF FCC 


TWO voluntary and one involun- 
tary assignments of license are 
requested in applications filed with 
the FCC last week. None involve 
monetary considerations. 

WMPS Memphis seeks assign- 
ment from WMPS Broadcasting 
Co. to WMPS Ince., Plough Ince. 
subsidiary which is owner of the 
licensee corporation. Plough pur- 
chased WMPS from the Scripps- 
Howard Radio organization in 
July 1944, 

Voluntary assignment of KBTM 
Jonesboro, Ark., from present sole 
owner, Jay P. Beard, to Mr. Beard 
and his wife, Veda F. Beard, doing 
business as Regional Broadcasting 
Co. Mr. Beard wishes to make his 
wife co-partner. 

Involuntary assignment of license 
of WDGY Minneapolis is requested 
from the late Dr. George W. Young 
to his widow, Mae C. Young. 





WPB Eases Controls 


(Continued from page 17) 


the amendment to Limitation Or- 
der L-41 on construction, as it af- 
fects broadcasters, follows: 


Construction in connection with 
broadcasting stations may now be un- 
dertaken without WPB permission where 
the amount involved is not more than 
$1,000, the previous maximum having 
been $200. This applies to alterations to 
an existing building and to the conver- 
sion of a building to a new use as well 
as to the construction of new build- 
ings. The cost of new equipment being 
installed must be included in the cost 
of the job. 

The kind of installation that must be 
considered construction under the terms 
of L-41 is set forth in Interpretation 9 
of the Order. Under the interpretation. 
the construction of a new radio station 
is covered by the Order. Also covered 
is the installation of equipment that 
requires putting new wiring in the 
building and the installation of equip- 
ment for which a base or foundation 
must be built. 

The installation of any piece of 
equipment purchased under WPB au- 
thorization is exempt from the restric- 
tions of the Order. However, it has not 


BROADCASTING e_ Broadcast Advertising 


been the practice of WPB to issue rat- 
ings for the purchase of equipment to- 
ward new radio broadcasting stations. 

Except for the increase in the amount 
of construction that can be done with- 
out specific authorization, WPB poli- 
cies governing authorization for con- 
struction in connection with broadcast- 
ing stations have not been changed. 
Authorizations for construction of new 
stations will be only considered for 
areas not now receiving primary serv- 
ice under FCC standards and when the 
applicant has made satisfactory show- 
ing as to the source of his equipment. 

Consideration can still be given ap- 
Plications for construction in connec- 
tion with existing stations, but only 
where the construction is necessary to 
continue the service being provided by 
these stations. Generally speaking, ap- 
plications cannot be considered where 
San desired to provide additional fa- 
c es. 





Sinatra Replacement 


SALES BUILDERS Inc., Los An- 
geles, will sponsor program featur- 
ing Ray Noble’s orchestra and 
guest stars on CBS Wed. 9-9:30 
p.m. June 6 through July 4 replac- 
ing the Frank Sinatra show. Ed 
Cashman, former West Coast head 
of Foote, Cone & Belding, will pro- 
duce. Slated for overseas service, 
Mr. Sinatra gave his last broad- 
cast May 22. Dinah Shore and 


Ginny Simms take last two pro- 
grams. Agency is Smith & Drum. 

















“Since Zeke started advertising 
over WFDF Flint, our job is 
mighty risky.” 
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Hotels Negotiate 
With BMI, ASCAP 


BMI Collects Fees For First 
Time, ASCAP Rates Vary 


HOTELS providing musical enter- 
tginment for their guests have been 
advised to secure licenses from 
BMI as well as from ASCAP by 
the American Hotel Assn. which 
recently completed negotiations 
with both music-licensing organiza- 
tions for the use of copyright music 
by hotels. 

Negotiations were made by a spe- 
cial AHA copyright committee with 
the assistance of E. C. Mills, for- 
mer general manager of ASCAP, 
who was retained by the committee 
as special consultant. 

ASCAP licenses, to run from ex- 
piration of existing contracts to 
Dec. 31, 1950, call for annual fees 
based on the expenditure of the 
hotel for all music and entertain- 
ment during the preceding calen- 
dar year. Fees start at $60 for 
hotels spending less than $3,000 
annually and go up by a graduated 
scale to a maximum of $3,000 for 
hotels spending $200,000 a year or 
more. 

BMI Licenses 


BMI licenses, to run from April 
1, 1945, to Dec. 31, 1946, are based 
on the hotel’s expenditure for 
“music payroll”, at the rate of one- 
half of 1% of the first $50,000 and 
one-quarter of 1% for all in ex- 
cess of that amount expended an- 
nually, provided that for the calen- 
dar year 1946 no fee shall be less 
than $40 nor more than $750. For 
the nine-month period of 1945, the 
minimum fee is set at $30 and the 
maximum at $600. 

BMI contracts do not call for 
payment for use of its music by 
Muzak or similar apparatus if the 
hotel also employs live musicians; 
otherwise it charges fees based on 
the cost of the wired service. BMI 
agrees, however, 'to attempt to li- 
cense wired music operations at the 
source. BMI further makes no 
charge for use of its music by mas- 
ter-controlled or other radios, 


transmitted to guest rooms or pub- 
lie rooms. 
ASCAP licenses do not exempt 
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TBA, FMBI ALLOCATIONS PLEAS 











PHILIP G. LOUCKS, general 
counsel, filed the following letter 
with the FCC on behalf of the 
FMBI: 


THE BOARD of Directors of the FM 
Broadcasters Inc., at a meeting held in 
Chicago on May 24, 1945, and after 
reviewing its previous consideration of 
the issues involving the position of FM 
in the radio spectrum in the light of 
the announcement of the Commission, 
by unanimous action, reiterated the 
position previously taken at the public 
hearings and arguments in Docket No. 
6651 and reaffirmed its endorsement of 
the recommendations and proposals 
presented by Panel 5 (FM broadcasting) 
of the Radio Technical Planning Board. 

On May 25, 1945 the Commission 
issued a formal report setting forth 
allocations to non-governmental radio 
services from 25 to 44 and 108 to 30,000 
me. This report deferred final alloca- 
tions in the portion of the spectrum 
from 44 to 108 mc and instead provided 
for the use of one of three stated groups 
of channels depending on the assign- 
ment to broadcasting of one of 
three 18 mc bands below 108 mc, namely: 
(1) 50 to 68 mc; (2) 68 to 86 mc, and (3) 
84 to 102 mec. It is proposed in the 
report that the selection of a particular 
band or groups of frequencies be de- 
ferred for the purpose of permitting 
tests to be made by an engineering 
group including the Commission’s staff 
and it is estimated that these tests will 
continue during a period of at least 
three months. 

Since its Chicago meeting, the Board 
of Directors of FMBI has been informed 
of a resolution adopted by the Board 
of Directors of the Television Broad- 
casters Assn. on May 25, 1945, earnestly 
requesting the Commission to adopt at 
once alternate allocation No. 1, as set 
forth in the Commission’s public an- 
nouncement of May 17, 1945 and its 
report of May 25, 1945. Adopting the 
reasons set forth in the resolution of 
the TBA, the Board of Directors of 
FMBI by unanimous vote has directed 
me to advise the Commission that it 
joins with the TBA in urging that the 
Commission adopt at once alternate 
allocation No. 1. 

I am also directed to request that con- 
temporaneously with the adoption of 
alternate allocation No. 1, provision be 
made for interim operation for existing 
FM stations in the band 46 to 50 mc. 


W. A. ROBERTS, general counsel, 
filed the following communication, 
signed by J. R. Poppele, president, 
on behalf of the TBA: 


THE BOARD of Directors of the Tele- 
vision Broadcasters Assn. at its regular 





wired music charges in figuring 
fees but do exempt master-con- 
trolled radio transmitted to indi- 
vidual guest rooms. 


In its letter to members, the 
AHA copyright committee points 
out that in some cases the fee ‘to 
ASCAP is increased and in others 
decreased, but that the BMI license 
represents an entirely new charge. 

The committee reports, however, 
that a survey “of typical musical 
programs in representative hotels 
shows BMlI-controlled copyrighted 
music forms a substantial portion 
of all current programs.” 





Mail Pouch Show 
MAIL POUCH Tobacco Co., Wheel- 
ing, W. Va., beginning June 27 will 
sponsor Sportsmen Club, on the 
Blue Wed. 8:30-9 p.m., replacing 
Counterspy. Sports personalities 
will swap stories on hunting and 
fishing on the new series, placed by 
company’s agency, Walker & Down- 
ing, Pittsburgh. 


Broadcast Advertising 


meeting held in Philadelphia on Fri- 
day, May 25, 1945, adopted the follow- 
ing resolution and directed that it be 
presented formally to the FCC at the 
earliest practical date: 


A RESOLUTION 


WHEREAS, the press release issued by 
the FCC on May 17, 1945, indicated that 
with respect to television frequencies, 
there would be three possible alterna- 
tive allocations, the selection to be 
deferred to permit tests to be carried 
out by an engineering group including 
the Commission’s staff, over a period of 
at least three months; 

AND WHEREAS, cutbacks in use of 
personnel, plants and materials for 
military purposes in the _ electronics 
industry are now taking place and will 
become more rapid, while several months 
of design and production engineering 


must follow the definite allocation of 
channels before civilian production in 
quantity can use such released labor, 
and furthermore, regional and individ- 
ual assignments of frequencies must 
follow such allocation of frequencies 
and local construction and employment 
by individual stations will be further 
deferred; 

AND WHEREAS, technical considera- 
tions of design and wasteful interfer- 
ence with other services make the sec- 
ond alternative undesirable, and since 
the first alternative is preferred because 
of its long range superiority for tele- 
vision considering all factors, now 
therefore 

BE IT RESOLVED, That the FCC ts 
earnestly requested to adopt at once 
for television alternate plan No. 1 which 
gives television 68 to 74 mc; 78 to 108 
me; 174 to 216 mc. 

BE IT FURTHER RESOLVED, That 
the television industry continue to co- 
operate in the proposed propagation 
tests for use in establishing regional 
standards of interference and regional 
assignment of television frequencies. 









homemakers 
now keeping 
house in 

DAYTON and 
MIAMI VALLEY 


Young homemakers by thou- 
sands are forming their buying habits and 
attitudes NOW. Let WHIO keep them reminded 
of your product’s advantages, your com- 
pany’s policies. WHIO has more listeners for 


your sales message than any other local station. 


NEWS: UP, INS, PA, Plus CBS’ Best 






BASIC CBS 
5000 WATTS 


G. P. Hollingbery Co., Representatives 


Harry E. Cummings, Southeastern Representative 
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ELIZABETH WHITEHEAD 


Station Director 
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Howard Is Engineering 


V-P for Dumm Group 


ROYAL V. HOWARD, just re- 
turned to San Francisco after a 
year leave of absence for overseas 
duty in ETO with the Army, 
has been elected vice-president in 
charge of engineering for both As- 
sociated Broadcasters Inc. and Uni- 
versal Broadcasting Co., San Fran- 
cisco, it has been announced by 
Wesley I. Dumn, president. Asso- 
ciated operates KSFO San Fran- 
cisco and international stations 
KWID KWIX. 

“Doc” Howard headed a special 
scientific staff in London and Paris, 
working through the Office of Sci- 
entific Research and Development. 
He was hospitalized a few months 
ago as a result of enemy action and 
returned to the U. S. He is also 
a senior member of the Institute 
of Radio Engineers and of Com- 
mittee Eight on _ International 
Broadcasting and Committee Four 
on Standard Broadcasting of the 
National Radio Technical Planning 
Board. 


A ONE-MAN recording unit, contained 
in a single case with a dozen three- 
minute discs and having an overall 
weight of 37 pounds, was demonstrated 
last Tuesday at the New York head- 
quarters of the BBC which developed 
the unit shortly before D-Day. Chief 
advantage of the unit is that one man 
can carry and set it up to record in 
locations inaccessible to more bulky 
recorders. When lighter materials are 
available the weight can be cut to 
about 20 pounds, it is estimated. Chief 
disadvantage is the necessity to change 
records every three minutes. 


TECHNICAL 3m 





H. H. BUTTNER and G. A. OGILVIE 
have been promoted from second vice- 
presidents to vice-presidents of Inter- 
national Telephone & Telegraph Corp. 
Mr. Buttner, who is also vice-president 
of International Telecommunications 
Labs., is a vice-president and a direc- 
tor and head of the laboratories divi- 
sion of Federal Telephone & Radio 
Corp., manufacturing subsidiary of 
IT&T. Mr. Ogilvie has been associated 
with IT&T since 1923 and has travelled 
extensively for the company in Latin 
America. 


GENERAL ELECTRIC’S 
“Lighthouse tube”, a disk seal elec- 
tronic tube, is being promoted in an 
eight-page publication put out by the 
rm. 


revolutionary 


M. H. MOSHER, released from the RAF 
Ferry Command as flight lieutenant, 
has returned to the engineering office 
of CBC Halifax. 

ROLAND FERLAND, transmitter opera- 
tor of CBM Montreal, is the father of 
twins, a boy and girl. 


ED HARRELL, first from the WRVA 
Richmond engineering staff to go into 
service, has returned after four years 
with the Navy. He was a lieutenant 
(jg). ED BROWN, WRVA control oper- 
ator, is back at the station after an 
appendectomy. 


K. HULAN SMITH, chief engineer of 
KPAB Laredo, Tex., is the father of a 
boy. 


CAPT. JAMES J. KELLEY, 
transmitter supervisor at WFBL Syra- 
cuse, is now with the Army signal office 
at Kwajalein. 


G. C. GLENN, former engineer of KFSD 
San Diego, Cal., and W. C. RIPPEL, 
formerly of WNYC WHN New York, 
have been added to the NBC Hollywood 
staff as studio fleld engineers. 


LT. DONALD P. LANGHAM, former 
control room engineer at WFBL Syra- 
cuse, is now with the Army Signal 
Corps headquarters in Hawail. 





a 
Shortage Aids 
TRANSMITTER engineers 


at WHIO Dayton take the 
wartime messages broadcast 
on their station seriously. To 
aid in alleviation of the sugar 
shortage they keep a beehive 
at the transmitter. To save 
manpower they bought 650 
sheep to serve as lawnmow- 
ers. The sheep, however, are 
not entirely cooperative and 
fail to discriminate at times 
between grass and shrubbery. 











———___ 


Blue Names Colvin 


J. D. COLVIN, audio engineer for. 
merly associated with AT&T, 
Westinghouse and RCA, has joined 
the general engineering depart. 
ment of the Blue as audio facilities 
engineer, a new post. A graduate 
of Penn State, where he received 
his B.S. degree in electrical engi- 
neering in 1934, Mr. Colvin has 
specialized in the design, develop. 
ment and installation of audio sys- 
tems for broadcasting stations. He 
will be active in postwar plans. 





HOWARD L. DAUBENMEYER, V/FM] 
Youngstown, O., control engineer, is 
the father of a girl born May 19. 


BILL MORRISON, WMAN Mansfield, 0O., 
chief engineer, has completed construc- 
tion of modern recording room for the 
station. 
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5000 WATTS e 


Owned and Operated by the 
TIMES-WORLD CORPORATION 


FREE & PETERS, Inc., Natl. Representatives 


ROANOKE’S A STEADY CITY! 





960 KC 


Many a war-boom town will lose much of 
its importance when Peace comes. In other 
cities there'll probably be a long period of 
reconversion and re-tooling. 


Roanoke is geared for war-work, too. But 
our three big industries—railroading, steel 
production, rayon manufacture—will lose 
hardly a day in turning to peacetime ac- 
tivities. Markets and customers are waiting! 


After V-Day we think you'll want the 
trade of these Southwest Virginians whose 
present prosperity is soundly based. It 
might be well to meet them now! Only one 
station—WDBJ—satisfactorily covers all 
their 118,921 daytime listening homes. A 
Class B quarter-hour, once, only $30. Let 
us—or Free & Peters—tell you more! 


SOANOKE ya 
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Terwork Accounts 


New Business 








GENERAL BAKING Co., New York 
Bond Bread), on June 3 started Friend- 
ship Ranch on 10 eastern Blue sta- 
tions Sun. 12:30-1 p.m. Agency: Clem- 
ents Co., Philadelphia. 


STANDARD BRANDS Inc. ( product 
yndetermined), Oct. 7 starts Fred Allen 
on 139 NBC stations Sun., 8:30-9 p.m. 
(Agency: J. Walter Thompson Co.) 
paving discontinued May 27 Eddie 
Bracken Show (Yeast), thru Kenyon & 
Eckhardt, N. Y. 


QUAKER OATS Co., Chicago (Aunt 
Jemima Pancake Flour and Muffets 
Breakfast Cereal) on June 18 for 52 
weeks starts Ladies Be Seated on 186 
Blue stations Mon. thru Fri. 3:45-4 p.m. 
and discontinues newscast on 186 Blue 
stations Mon. thru Fri. 10:25-10:30 a.m. 
agency: Sherman K. Ellis & Co., N. Y. 


PROCTER & GAMBLE Co., Cincinnati 
(Oxydol), on Aug. 21 starts new pro- 


m on 74 CBS stations Tues.-Fri. 
7:15-7:30 p.m. Agency: Dancer-Fitz- 
Chicago. P&G (Ivory 


rald-Sample, 
pap) on July 2 discontinues Jack 
Kirkwood Show Mon. thru Fri. 7-7:15 
pm. on 74 CBS stations, resuming 
Aug. 20. Agency: Compton Adv., N. Y. 


Renewal Accounts 


PROCTER & GAMBLE Co., Cincinnati 
(Duz), on July 7 for 52 weeks renews 
Truth or Consequences on 131 NBC 
stations, Sat. 8:30-9 p.m. Agency: Comp- . 
ton Ady., N. Y. 


Net Changes 


GENERAL FOODS Corp., New York, 
June 7 thru Sept. 20 replaces Dinah 
Shore (Birdseye Frosted Foods) on 127 
NBC stations Thurs. 8:30-9 p.m. (re- 
peat 12-12:30 a.m.) with The Adven- 
tures of Topper (Maxwell House Cof- 
fee). Agency: Benton & Bowles, N. Y. 
May 31 G-F discontinues Maxwell House 
Coffee Time on 141 NBC stations Thurs. 
8-8:30 p.m. (repeat 11:30-12 midnight) 
and after hiatus Sept. 27 starts Burns 
and Allen in same time. Agency: Ben- 
ton & Bowles, N. Y. June 10 for 13 
weeks G-F discontinues Kate Smith 
Hour (Jell-O, Jell-O Puddings) on 144 
CBS stations Sun. 7-8 p.m. Agency: 
Young & Rubicam, N. Y. June 10 for 13 
weeks G-F discontinues Toasties Time 
(Post Toasties) on 144 CBS stations 
Sun. 6:30-7 p.m. Agency: Benton & 
Bowles, N. Y. 


WESTINGHOUSE Mfg. Co., Pittsburgh, 
June 11 shifts Ted Malone from 

Blue stations Mon.-Tues.-Wed. 8-8:15 
p.m. (repeat 11 p.m.) to about 163 Blue 
stations Mon. thru Fri. 11:45-12 noon 
and from institutional advertising to 
promotion of lamps, refrigerators and 
— Agency: McCann-Erickson, 


P. LORILLARD Co., New York (Old 
Golds), on June 12 for about 13 weeks 
replaces Which is Which on 141 CBS 
stations Wed. 9:30-10 p.m. with Detect 
and Collect, and on June 17 for 13 weeks 
replaces Comedy Theater on 134 NBC 
stations Sun. 10:30-11 p.m. with Meet 
Me At Parky’s. Agency: Lennen & 
Mitchell, N. Y. 


Rorke Joins JWT 


LT. COL. HAL B. RORKE, recent- 
ly retired from the Army Air 
Forces, will soon join J. Walter 
Thompson Co., Chicago, as radio 
director, replacing Tyler Davis 
who leaves around the middle of 
June. Col. Rorke was formerly as- 
sistant information director of CBS 
New York and prior to that was 
head of the CBS information de- 
partment in Hollywood. 





Blue Employment 


Series Is Planned 


COMMITTEE for Economic De- 
velopment, New York, representing 
a group of 70,000 private employ- 
ers, in conjunction with the Blue 
Network, has completed plans for a 
52-week public service series. Broad- 
casts will start Aug. 11 in the Sat. 
7-7:15 p.m. period “back-to-back” 
with the Blue’s Labor, U.S.A. heard 
6:45-7 p.m. 

Overall aim of the program, ac- 
cording to Les Hafner, newly ap- 
pointed CED radio and film chief, 
will be to put across the CED’s 
message, “to promote high level 
employment through greater pro- 
duction for expanded markets to 
raise the American standard of liv- 
ing.” 

Question - and - answer technique 
will be employed to make known 
CED national policies on removal 
of wartime controls, Bretton Woods, 
taxes, liquidation of war produc- 
tion, and other subjects. Represen- 
tatives of organized labor will be 
invited to participate with CED 
leaders on the “answering” panel, 
with questions posed by Neil Jaco- 
by, secretary of Chicago U., mod- 
erator. To describe what some 2,800 
CED local groups are accomplish- 
ing in the promotion of employment, 
there will be dramatizations with 
professional actors. Program will 
originate in New York, with Mr. 
Hafner as producer, or in Chicago, 
with Sherman Dryer of Chicago U. 
as producer. Series probably will 
not be offered for sponsorship, but 
no final decision has been reached 
on this point. 

CED has just released the first 
six quarter-hour dises of Creating 
New Jobs to community committees 
for local placement. 








OWI PACKET, WEEK JUNE 25 








Check the list below to find the war message announcements you will broadcast 
during the week beginning June 25. OWI transcriptions contain six 50-second 
announcements suitable for sponsorship and three 20-second chain breaks on each 
Side of discs. Tell your clients about them. Plan schedules for best timing of 


these important war messages. 





STATION ANNOUNCEMENTS 





NET- Group Group NAT. SPOT 
WAR MESSAGE WORK KW oI PLAN 
PLAN Aff. Ind. Aff. Ind. Live Trans. 
Seventh War Loan _____- x x x =x x pve 
«= Se - ad x a x as 4 
Planned Saving -.________ : x x = x m x 
Cadet Nurses _..__...._____ x om bi iis a. nib 
Stop Accidents ______ oa wi aes at poe x 
i x e isin = a -_ —_ 





See OWI Schedule of War Message 166 for names and time of programs carrying 
War messages under National Spot and Network Allocation Plans. 





BROADCASTING e Broadcast Advertising 











nag Seo SRN - hanes 


LTT NY 
ate 








ded 
~ 
5 at” Belsano ~ 
057 \ 
? @ Armagh janty Glo " 
/ Giants Ebensburg 
: : @ New Florence 
1 WJAC South Fork@ ome 
; a JOHNSTOWN sf 
QA he Dunlo e m 
a Dovidwitte 2 
% Windber Pee 
~ am a oe Pee 





\ 
I 
I 
‘ 


= a 


\ 


Soa ccc ts ORME See KS 








These Two Stations Provide the Only Full 
Coverage of This Rich Pennsylvania Area 


© Gallitzin ALTOONA UA 
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National Representatives 
HEADLEY-REED COMPANY 


New York, Chicago, Detroit, Atlanta, San Francisco 
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it brings 
RESULTS! 


A better way to meet Indus- 
trial New England is through 
WLAW. You meet 1,902,591 
product-conscious people that 
way. 


wLaw 


Serving Industrial New England 
5000 WATTS 680 Kc. 





Annual Retail Sales 
Approximate $650,000,000 
within the 
WLAW Smivm Contour 











NATIONAL REPRESENTATIVES: 
WEED & CO. 











CJAD Montreal Plans 
To Take the Air Sept. 3 


THE NEW CJAD Montreal, of 
which J. Arthur Dupont, former 
commercial manager of Canadian 
Broadcasting Corp., is president 
and manager, plans to begin opera- 
tion Sept. 3, serving as the CBS 
English outlet in Montreal. The 
station is assigned to 800 ke with 
1,000 w. 

Mr. Dupont said last week the 
station will carry CBS programs 
in Montreal with English an- 
nouncements. CKAC will carry 
musical CBS programs on which 
French announcements will be su- 
perimposed, he added. He reported 
his contract with CBS was signed 
last spring and awaits CBC ap- 
proval. 





Husing Named for Derby 
TED HUSING, CBS sports re- 
porter, will cover the Kentucky 
Derby on CBS and the Dominion 


Network June 9, 6-6:30 p.m. J. P. 


Spang Jr., president of Gillette 
Safety Razor Corp., the sponsor, 
has announced. Agency is Maxon 
Inc., New York. He will be han- 
dling the assignment for the 14th 
year, having first broadcast on 
CBS in 1929. Jimmy Dolan will as- 
sist. Team will summarize last- 
minute scratches and _ interview 
turf personalities in a special quar- 
ter-hour program 5:15-5:30 p.m. 











“Hello, Joe. How do you like the job I got through ‘Jobs for G-I’s’?” 


Four out of every five ex-servicemen appearing on WJW’s 
“Jobs for GI’s” have gotten the job they wanted! 


No wonder the sponsor, Kronheim Furniture, (working 
with U.S.E.S.) is pleased! ... Another successful WJW 
production tailored to suit a sponsor’s needs. 


IAM. 


@ 
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Increasing Value of Radio Stressed 
By Studebaker at Education Meeting 


DIFFICULTIES facing commercial 
stations and schools alike in co- 
ordinating educational programs to 
their individual possibilities and re- 
quirements were 
discussed recently 
at the Third An- 
nual Conference 
on “Radio in Edu- 
cation” of the 
Northeastern Ra- 
dio Council by 
John W. Stude- 
baker, U. S. Com- 
missioner of Edu- 
cation, who em- 
phasized that the 
broadcaster’s role is one of con- 
tinuing and increasing importance. 


Dr. Studebaker said that the main 
problem facing the teacher is co- 
ordinating the time of the broadcast 
with the school curriculum and 
adapting the content of the pro- 
gram to the needs of ‘the class. He 
fully appreciated, however, the 
broadcasters time problem and also 
the fact that programs cannot be 
slanted only toward school children 
but must be made interesting 
enough for the general listening 
public. 


Recordings made by the schools 
are one solution to the time prob- 
lem, he stated, both for rebroadcast 
on FM educational stations and on 
off-the-air facilities. However, he 
remarked, as long as educational 
radio is regarded as an “unessential 
luxury” to be provided at P.T.A. 
expense rather than through regu- 
larly allocated funds, the problem 
will not be solved. He said the reali- 
zation must come that radio ap- 
paratus is as important to teaching 
as blackboards, laboratories and 
classroom furniture. 

The implications for commercial 
broadcasters in FM educational sta- 
tions were foreseen by Dr. Stude- 
baker as favorable. He regards the 
FM stations as necessary to educa- 
tion by radio and believes that they 
will aid the broadcaster by relieving 
him of some of the pressure for 
time for certain types of school 
broadcasts of very limited appeal. 
However, it will not take away the 





Dr. Studebaker 


necessity, or detract from the im. 
portance, of the regular commercial] 
public service educational broad. 
casts and others such as Americay 
School of the Air, Town Meeting of 
the Air, fine music, drama and cur. 
rent news. 

The school-owned station, Dry, 
Studebaker said, will compete to 
some extent for listeners but the 
commercial world believes in com. 
petition and it will prove healthy 
and be more effective “in building 
a strong and refined civilization jp 
this country”. Mainly, he said, the 
school stations will attract listeners 
from among people who would not 
otherwise have their radio sets 
turned on. Also, since time would 
not have to be used for broadcasts 
of limited appeal, the broadcaster 
could hold his regular audience 
more easily. 


Copies of the full text of 


the address can be obtained 
from Dr. John W. Studebaker 
at Office of Education, Wash- 
ington 25, D. C. 


Opens N. Y. Office 


NORTH CENTRAL Broadcasting 
System, Chicago, will open a New 
York office and spot sales depart- 
ment on the 72d floor of the Em- 
pire State Building on July 1, it 
was announced last week by John 
W. Boler, president. Manager of 
new office has not yet been ap- 
pointed. However, Mr. Boler will 
open the office and remain in New 
York for a few weeks. Bill Ware, 
who recently joined NCBS as an 
account executive, will manage 
sales in Chicago office during that 
time. Spot sales department will 
handle KGCU Mandan, N. D.; 
KDLR Devils Lake, N. D.; KSJB 
Jamestown, N. D.; KVOX Moor- 
head, Minn.; WATW Ashland, 
Wis.; WJMS Ironwood, Mich; 
WDMJ Marquette, Mich.; WDBC 
Escanaba, Mich. 





GEORGE D. SNELL, program director 
of KIDO Boise, Ida., is author of 8 
book on American authors accepted for 
publication by E. P. Dutton & Co, 
New York. Tentatively titled ‘Shapers 
of American History”, book is Mr. 
Snell’s fourth. 










. She ie hoe Lane 


EDDIE KOHN, genial manager of 


WFPG, New Jersey's ONLY Blue Network Outlet will 
be glad to give you a friendly tip on the voluminous amount of 


ALL YEAR AROUND business to be obtained from the 


Seaboard Area. 


For further details on WFPG---write EDDIE KOHN, ATLANTIC CITY, N. J. 


For further details on other Friendly Group Stations, write 
JOHN LAUX, Managing Director 


“THE FRIENDLY GROUP", 
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STEUBENVILLE, OHIO 
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SPRING FEVER caused Young & 
Rubicam staff to shift operations 
temporarily to Hollywood Brown 
Derby Restaurant one noon hour. 


Clockwise are Sam Cherr, San 
Francisco vice-president and mer- 
chandising director; Richard L. Mc- 
Kee, San Francisco merch. super- 
yisor; William A. Blees, Hollywood 
yp and Pacific Coast manager; 
Ted Bliss and Ned Tollinger, pro- 


ducers; Wayne Griffin, radio direc- 
tor of Berg-Allenberg, Beverly 
Hills, Cal., talent service; Bob Hus- 
sey, West Coast talent supervisor; 
Glenhall Taylor, associate director 
of radio and manager of Hollywood 
office; Howard Williams, manager 
of San Francisco office; Bruce Eells, 
business manager of Hollywood 
office; Al Scalpone, program super- 
visor. 





Bob Hope Tops Winter-Spring Hooper 


With Fibber McGee 


BOB HOPE’S program on NBC, 
10-10:30 p.m. (EWT), had an aver- 
age national rating of 32.6 from 
December 1944 to April 1945, ac- 
cording to the winter-spring Hoop- 
er sectional report, which showed 
the Hope program leading in audi- 
ence rating for any geographic sec- 
tion with 37.5 in the Mountain 
area. 

Second highest audience rating, 
37.1, was reported for Fibber Mc- 
Gee & Molly, also on NBC and also 
in the Mountain area. All-area 
highest audience ratings were cred- 
ited to the same two programs in 
the same order, Hooper’s figures 
showed. 

The winter-spring Hooper report, 
released recently to subscribers, 
carried breakdowns for six differ- 
ent geographical regions, a special 
feature showing composition of 
radio audience figures and night- 
time ratings were extended to 10:30 
pm. (EWT) for all areas. 

With 82.9%, according to Hooper, 
the Tuesday 9-9:30 p.m. (EWT) 
period had the highest: 32-city 
available audience for the season. 



















——— CAMPUS € 


127 WEST. 5th STREET . 


RELIGIOUS TRANSCK 


44 WIRE FOR ° 
oe ee 
NUMBERS Instrumental, Vocal, All Types NEW 
IN Nationally Known NUMBERS 
LIBRARY “A” Radio Artists EACH MONTH 


HRISTIANS 


LOS ANGELES 13, CALIFORNIA 


and Molly Second 


North Central area had the high- 
est available evening and daytime 
audiences with 87.7% for the Tues- 
day, 8-8:30 p.m. period, and 84.2% 
for Monday through Friday, 5:45- 
6 p.m. (CWT), according to the 
sectional report. 

Highest 32-city daytime avail- 
able audience was reported as 
74.7% during the 5:45-6 p.m. pe- 
riod. 

On the sets-in-use tally, Monday, 
9-9:30 p.m. led the 32-city class 
with 45.1% reported listening, and 
also came first for any individual 
geographic area with 50% in north 
central. At that time, CBS broad- 
cast the Radio Theater, Gabriel 
Heatter was on Mutual and NBC 
had the Telephone Hour. 

The 12-12:15 p.m. period recorded 
the highest average for daytime 
sets-in-use in 32 cities with a rat- 
ing of 19.2, the Hooper figures re- 
vealed. For any single area, the 
highest daytime sets-in-use average 
went to the 5:45-6 p.m. (CWT) 
period which had a 24.1 rating in 
the north central. 

Bob Hope is back in top program 


IPTION LIBRARY 


2 Setter Programe 
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rating spot, according to the May 
30 Hooper report on evening pro- 
grams, regaining the position he 
has held since Dec. 15, 1944, except 
for the May 15 report, which 
showed him second to Fibber 
McGee & Molly. 

Report shows average evening 
audience rating of 8.4, down 1.2 
from the last report but 0.5 ahead 
of the rating of a year ago. Aver- 
age evening sets-in-use are reported 
at 27.5, 5.1 less than the last re- 
port and 3.4 more than a year ago. 
Average evening available audi- 
ence is 77.1, 0.7 down from the last 
report and 0.9 up from a year ago. 

First 15 programs are: Bob 
Hope, Fibber McGee & Molly, 
Radio Theatre, Mr. District Attor- 
ney, Walter Winchell, Bing Crosby, 
Screen Guild Players, Joan Davis- 
Jack Haley, Charlie McCarthy, Kay 
Kyser (first half-hour) Abbott & 
Costello, Eddie Cantor, Jack Benny, 
Hildegarde, Take It or Leave It. 

Blondie had the most listeners 
per set; Walter Winchell the most 
women per set, Upton Close the 
most men and Lone Ranger the 
most children. Radio Theatre had 
the highest sponsor idntificatione 
index, 89.1. 





KENDALL & DeFILLIPES, New York, 
export advertising agency, has dis- 
solved, with Mr. DeFillipes joining 
S. S. Koppe, newspaper representatives, 
and Mr. Kendall going to Gotham Adv., 
New York, as account executive, tak- 
ing with him all former accounts. 











Hon. Les Schroeder 
Dancer-Fitzgerald-Sam ple 
Chicago 1, Illinois 
Dear Les: 
Ever enjoyed any of our West Virginia 
hospitality? Come on down! Check first, 
if you're cau- 
tious, with 
Bob Hawk, 
Dolly Dawn, 
Art Gentry, 
Danny O'Neil, 
Harriet 
O’Rourke and 
Cameron An- 
drew s. We 
asked those 
folks down 
here to open 
the Seventh 
War Bond 
drive and they 
put on a@ 8uU- 
per show. The 
hospitality? 
The largest in- 
door audience 
ever seen in 
Charleston. 
And the crowd 
loved them! At 
the RR station 
as the gang 
was leaving 
town, they 
were kept 
plenty busy 
signing auto- 
graphs, shak- 
ing handa, etc. 
(A couple of 
the boys were 
bid a less 
formal  fare- 
well by more 
enthusiastic members of the sub-deb 
set) ... but one thing that made us 
here at WCHS pretty happy was that 
folks we carry here on our own sta- 
tion thru CBS can sell more bonda and 
get more crowds than anyone else 
who's ever tried it. 

Yrs., 

Algy 


WCHS 


Charleston, W. Va. 








at the box office! 


DO THE MOVIES 
LIKE RADIO? 


Well, they like KQV in Pittsburgh, at least. 
RKO, Columbia, Warner Bros., 20th Century- 
Fox, United Artists; they all use KQV, be- 
cause KQV gets results where it counts — 








MOVIE BOXOFFICE \, \ 
FEATURE. 
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ALLEGHENY BROADCASTING CORP. 


National Representatives: WEED & CO. 





June 4, 1945 e@ 





Page 71 











Your MUTUAL Friend 


E. A. ALBURTY, Gen. Mgr. 


Memphis, Tennessee 


The answer to 
a time buyer’s prayer 


1-MINUTE 
AVAILABILITIES 


Where ratings of 
3.5—4.0—4.6 
prevail 
For low rates call 


WHBQ or Rambeau 











BRONSON IS NAMED 
MANAGER OF WJEF 


EDWARD H. BRONSON, who 
has served since September 1942 in 
the broadcasting division of the 
Office of Censorship, leaves that 
post June 9 to become manager of 
WJEF Grand Rapids, CBS affili- 
ate owned and operated by the 
Fetzer Broadcasting Co. 

Announcement of Mr. Bronson’s 
new duties, which are to be under- 
taken June 11, was made by John 
E. Fetzer, assistant director of 
censorship on leave from his post 
as managing director of the Fetzer 
Broadcasting Co. Latter company 
also owns and operates WKZO 
Kalamazoo. 

Mr. Bronson studied journalism 
at Ohio State University. Follow- 
ing his schooling, which was com- 
pleted in 1933, he served in the 
editorial departments of the Co- 
lumbus (O.) Sunday Star and the 
Akron Beacon Journal. He was a 
reporter, also, for the Ohio State 
Journal in Columbus. 

After leaving newspaper work, 
he was a continuity writer at 
WBNS Columbus and subsequently 
program director and assistant 
manager of WCOL in the same 
city. He left the latter position to 
become an assistant to J. Harold 
Ryan, then assistant director of 
censorship and now president of 
the NAB. He became assistant to 
Mr. Fetzer when the latter suc- 
ceeded Mr. Ryan in June 1944, 


CTORY == 


WincuarcrVentic 


WINCHARGER CORPORATION 
Page 72 e@ 





June 4, 1945 


@ADin Tors 
"rn 


gale de 


aLRaniaTorsanofntenna Towers 


SIOUX CITY. IOWA 





PREVIEW GLIMPSE is taken by Ted R. Gamble (seated), national diree. 
tor of the Treasury War Finance Division, of the WFD Radio Section’s 
new daily chart whieh will give a running story of radio’s part in the 
Seventh War Loan, according to (1 to r): Tom Olsen, on leave with 
Treasury from KGY Olympia, Wash.; Gene Carr, Radio Section chief on 
loan by G. A. (Dick) Richards interests, and Thomas H. Lane, WFD 
director of radio, press and advertising. 





Bill Aims at Less 


Power for Truman 


FCC, 20 Other Agencies, Not 
In Proposed Reorganization 


ON THE HEELS of President 
Truman’s message to Congress 
asking authority to reorganize the 
Government’s executive branches 
[BROADCASTING, May 28], Rep. 
Manasco (D-Ala.) on May 26 in- 
troduced a_ reorganization bill 
(HR-3325) which would curtail, 
rather than expand, Presidential 
powers. 


Combined Department 


Midst revived talk of a combined 
department of commun‘cations and 
transportation with Cabinet status, 
Rep. Manasco’s bill would exempt 
the FCC and 20 other agencies from 
reorganization. His measure would 
authorize the President to investi- 
gate the organization of all agen- 
cies and determine what changes 
are necessary to (1) reduce ex- 
penditures, (2) increase efficiency, 
(3) consolidate agencies, (4) re- 
duce the number of agencies by 
consolidating those having similar 
functions under a single head, and 
(5) eliminate overlapping and 
duplication of effort. 

The President would be author- 
ized to recommend changes to Con- 
gress, with the proviso that if Con- 
gress failed to take adverse action 
within 60 days, the Presidential 
plan would become operative. 

Sen. Aiken (R-Vt.), commenting 
on reorganization, suggested four 
new departments to be headed by 
Cabinet officers. He feels that the 
FCC and ICC should be merged 
into the Dept. of Transportation 
and Communications. 

The Manasco Bill was referred 
to the Committee on Expenditures 
in the Executive Depts., headed by 
Rep. Manasco. 
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Eddy Replaced —{ 0". 
167 ELECTRIC LIGHT & POWER } for th 
Cos., New York (institutional), on | 13-19 
July 8 replaces for ten weeks, Nel- } and O 
son Eddy, baritone, with Felix | which 
Knight, tenor, and Francia White, } Exclu 
soprano as co-stars of The Electric | coverz 
Hour on CBS stations, Sunday, 
4:30-5 p.m. (EWT). Robert Arn- 
bruster continues as musical direc} I 
tor with Frank Graham, announcer | Statio 
on the summer replacement series, | ‘me, 
Charles Herbert is producer of N, } ¥s: 
W. Ayer & Son, agency servicing | Prost 
account. sic fi 
gh ip cara five-n 
New GE Laboratory | 7°: 
A NEW $8,000,000 research labors } (jive 
tory occupying 300,000 square feet other 
of floor space, to be devoted largely Seals 
to translating war developments alles 
for peacetime markets, will soon be ates 
started near Schenectady, N. Y., quar’ 
Charles E. Wilson, president of 2 ant 
General Electric Co., announced ™ 
last week. Plans include provisions the : 
for radar research. The plant will Trea 
take a year to build and will re- Milli 
quire an increase in the present Sawn 
research staff of 540 to about 800. 
Every national advertiser 
wanting results in the 
MarITIME PROVINCES 
OF CANADA 
should make sure that his 
schedule includes 
Halifax, Nova Scotia H 
JOS. WEED & CO. 
350 Madison Avenue, New York 
Representatives c 
Broadcast Advertising BR 
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DESPITE unprecedented support 
ofthe Seventh War Loan Drive by 
radio, and other media, the cam- 
paign in a number of areas is lag- 
ging because the selling forc2, the 
ylunteer salesmen who push the 
doorbells and ring the phones, is 
gpparently insufficient and also be- 
use of certain delays in report- 
ing sales. NAB last week urged sta- 
tions to investigate situations where 
qotas are behind and help stimu- 
late volunteer sales aid. 

Comment was expected last week- 
end from Ted R. Gamble, War Fi- 
nance Division national director, 
looking toward exceptional overall 
support of the Drive. 

Nationwide pre-drive and first- 
week support of the Seventh Loan 
by local stations, indicating un- 
precedented activity and initiative, 
js outlined in the NAB “Telling the 
World” Bond reports No. 1 and 2. 
The local originations are covered 
for the periods May 1-12 and May 
13-19 and are exclusive of network 
and OWI national spot coverage on 
which data will later be added. 
Exclusion prevents duplication of 
coverage analysis. 


Pre-Drive Data 


In the pre-drive campaign local 
stations volunteered the following 
time, according to present date fig- 
ures: quarter-hour Treasury Salute 
programs, 4,595; quarter-hour Mu- 
sic for Millions programs, 1,123; 
five-minute Sing for the Seventh, 
216; five-minute Treasury Song for 
Today, 52; spot announcements 
(live and transcribed), 38,203; 
other programs—350 2-minute, 484 
3-minute, 1,895 5-minute, 144 10- 
minute, 2,606 quarter-hour, 31 25- 
minute, 62 half-hour two three- 
quarter hour, two each of 1%, 1%, 
2 and 2% hours. 

Local broadcasters gave ‘time in 
the first week period as follows: 
Treasury Salutes, 3,069; Music for 
Millions, 2,534; Sing for the 
Seventh, 3,183; Treasury Song, 52; 
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’ three-minute 175; 





OSCILLATORS SINCE 
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three-minute “Buy Buy Bonds” 
song, 269; four-minute version same 
song, 52; spot announcements—live 
and ET, 65,106, two-minute 1,174; 
programs—731 
five-minute, 41 six-minute, 371 ten- 
minute, 1,123 quarter-hour, 21 20- 
minute, 10 25-minute, 425 half-hour, 
46 three-quarter hour, 2 55-minute, 
57 one-hour, 27 1% hours, 10 1% 
hours, two each of two, 2% and 
three hours, and one 7 hour pro- 
gram. 


Special Programs 


New list of personal appearances 
and special events suitable for 
broadcast programming was an- 
nounced by Treasury last week. 
Local War Finance Committees 
should be contacted on local ap- 
pearance dates and details, same as 
for previous material. 

Comdr. Jack Dempsey USCGR is 
booked to date from June 8 through 
July 7 in Portland, Denver, San 
Francisco, Los Angeles and St. 
Louis. 

Canadian Women’s Army Corps 
Pipe Band is scheduled June 5-19 
for Pittsburgh and surrounding 
counties and June 21 for Buffalo. 

Five key planes of the Navy’s 
Pacific carrier fleet-—Hellcat, Wild- 
cat, Corsair, Helldiver and Avenger, 
will be exhibited inland for the first 
time at 20 cities through July 1. 

German U-Boat 505, boarded and 
captured in June 1944, will be on 
display May 29 through June 5 in 
New York, June 7-12 in Boston, 
June 16-21 Baltimore, June 23-28 
Washington and June 30-July 4 
Norfolk. 

WKY’s Big Event 

Representative of the extensive 
local Seventh Loan activities is a 
special show staged by WKY Okla- 
homa City starring Edgar Bergen, 
Charlie McCarthy, Don Ameche and 
Joan Merrill and the Edgar Bergen 
Troupe which attracted an overflow 
crowd to the city’s 7,500 seat mu- 
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1927 


Volunteer Salesmen Needed _ WEN Names Brines 


To Boost War Bond Campaign 


Stations Asked to Stimulate Local Drives to 
Procure Additional Selling Personnel 


PAUL C. BRINES, director of pub- 
licity and promotion for WGN Chi- 
cago, has been appointed assistant 
station manager. He continues to 
supervise publicity and promotion. 
At one time he was a member of 
the BROADCASTING staff and later 
was Chicago manager. 





ANALYSIS of the “quality and respon- 
sibility” of radio commentators is the 
subject of a series of three Atlantic 
Monthly articles by Dixon Wecter, au- 
thor and historian. First article, ““‘Hear- 
ing Is Believing’, appears in the June 
issue. 





nicipal auditorium. Some 20,000 per- 
sons bought E Bonds to try for 
tickets which went on first-come 
first-served basis. Edgar T. Bell, 
WKY secretary-treasurer, handled 
arrangements for station. Show 
was produced by Gayle V. Grubb, 
WKY manager, and Bloyce Wright, 
production head. 


NBC CLAIMS URBAN 
DAY AUDIENCE LEAD 


IN THE 1077 U. S. cities of 10,000 
or more population, 32% of the 
radio families “listen most” to 
NBC in the daytime, giving NBC 
a lead of 29% over the next net- 
work “listened to most” before 6 
p.m., according to the second report 
of NBC’s 1944 nationwide survey 
of listening habits. First report, 
covering evening listening, was 
issued in January [BROADCASTING, 
Jan. 16]. 

Tabulating answers to the ques- 
tion: “Which one of these stations 
do you listen to MOST—in the 
daytime, before 6 p.m.?”, NBC re- 
ports that 32% of the radio fam- 
ilies “listen most” to NBC; 25% to 
Network B (CBS), 18% to Net- 
work C (Blue) and 15% to Net- 
work D (Mutual). “These stations” 
referred to above are those the 
respondent had previously identi- 
fied as listened to regularly. 





IF YOU SELL 






(OR SEEDS 
OR STOKERS) 


Asx YOUR DISTRIBUTOR 


ABOUT 


KDAL , DULUTH 


Duluth is among the first 100 cities 
in America. The nine-county KDAL 
primary area (the largest primary 
area of any of the stations at the 
Head-of-the-Lakes) contains 376,723 
people who spend nearly $130,000,- 
000 annually. You figure out how 
many carloads of soap and scrubbing 
compound that means! 


Thanks to its favorable 610 fre- 
quency, KDAL’s 1000 watts puts a 
stronger signal throughout this mar- 
ket than any station, anywhere. For 
instance, an independent coinciden- 
tal daytime survey made in Virgin- 


1000 WATTS 


ia, Minnesota (60 miles from Du- 
luth, and with an NBC station of 
that KDAL had 
more than nine times the audience 
of the other Duluth station, with 
more than 70% as large an audi- 
ence as the local Virginia NBC 


station! 


KDAL, Duluth, is the buy for the 
Head-of-the-Lakes. Don’t take our 
word for it. Ask your local distrib- 
utor. He knows—and ten 
he’ll say “KDAL”! 
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& PETERS, INC., Exclusive Representatives 
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CONCRETE 
AND STEEL 


Permanent stuff . . that’s 
whet we're built of in San 
Diego . . . that great, busy 
exclusive market of 373,500 
civilians who make up our 
metropolitan area . . . within 
15 miles of our antenna. 
They're easy to reach. . . 
ONLY if you approach them 
from within! KFMB can do 
it for youl 
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Decisions... 
ACTIONS ON MOTIONS 


MAY 30 

WGBF Evansville, Ind.—Granted peti- 
tion for continuance hearing on license 
renewal application now set 6-1-45; con- 
tinued to 7-2-45. 

Birney Imes Jr., Corinth, Miss.— 
Granted petition to dismiss without 
prejudice application for CP new stand- 
ard station. 

Corinth Broadcasting Co., Corinth, 
Miss.—Granted motion to _ continue 
hearing on application for CP new sta- 
tion now set 6-6-45; continued to 
7-6-45. 

ADMINISTRATIVE BOARD ACTIONS 
MAY 28 

1450 ke WTBO Cumberland, Md.— 
Granted CP make changes in trans. 
equipment. 

Laurence W. Harry, Fostoria, O.— 
Placed in pending file aplication for CP 
new FM station. 

Akron Radio Corp., Akron—Same. 

Orlando Daily Newspapers Inc., 
lando, Fla.—Same. 

Joe L. Smith Jr., Beckley, W. Va.— 
Same. 

Piedmont Broadcasting Corp., 
ville, Va.—Same. 

Pennsylvania State College, State Col- 
lege, Pa.—Placed in pending file appli- 
cation for CP new noncommercial edu- 
cational station. 

MAY 29 

Potomac Broadcasting Corp., Alexan- 
dria, Va.—Granted request for exten- 
sion to 6-12-45 within which to comply 
with procedural conditions in condi- 
tional grant for new station. 

WIBU Poynette, Wis.—Adopted or- 
der dismissing petition for rehearing 
directed against FCC action 1-16-45, 
granting without hearing aplication of 
WOMT for power increase. 


Or- 


Dan- 


Applications .. . 


MAY 28 

NEW-88-102 mc Raytheon Manufac- 
turing Co., New York—CP new develop- 
mental station, 10 kw, special emission. 

NEW-North Jersey Broadcasting Co.. 
Clifton, N. J.—CP new experimental TV 
station, 514-530 mc, 900-920 mec, 1302- 
1325 me, 5 kw. 

NEW-1570 ke Central Valley Radio, 
Lodi, Cal.—CP new standard station 
1600 kc, 250 w unlimited, amended to 
request 1570 ke D. 

NEW-44.7 mc KXL Portland, Ore.— 
CP new. FM station, 16,300 sq. mi., 
$34,550 estimated cost. 

NEW-1490 ke Lincoln Dellar, Sacra- 
mento, Cal.—License to cover CP new 
standard station (KXOA). 


MAY 30 

NEW-1240 ke Norwich Broadcasting 
Co., Norwich, Conn.—CP new standard 
station 250 w unlimited. 

1230 ke KBTM Jonesboro, Ark.—Vol. 
assgn. license from Jay P. Beard to Jay 
P. Beard and Veda F. Beard d/b Regional 
Broadcasting Co. 

1460 kc WMPS Memphis—Vol. assgn. 
license from Memphis Broadcasting Co. 
to WMPS Inc. 

1130 ke WDGY Minneapolis—Invol. 
assgn. license from George W. 
Young, deceased, to Mae C. Young. 

NEW-1450 ke Glens Falls Broadcast- 
ing Corp., Glens Falls, N. Y.—Petition 
filed for consideration and grant under 
FCC Policy 1-16-45 of application for 
CP for new standard station 250 w un- 
limited, amended to make changes in 
trans. and change proposed studio site. 

NEW-1450 ke Camden Radio Inc., 
Camden, Ark.—Same for application for 
CP new standard station w un- 
limited, amended re stockholders. 

870 ke KTBI Tacoma, Wash.—Same 
for application for CP change 1490 ke 
to 870 kc, change hours operation from 
unlimited to limited, install new an- 
tenna and changes in ground system, 
amended to omit request for new an- 
tenna and ground system changes. 


JUNE 1 


1190 kc WLIB Brooklyn—tTransfer of 
control from Dorothy 8S. Thackrey to 
Theodoro Corp. 


Actions of tHe FCC 


MAY 26 TO JUNE 1 INCLUSIVE 


a 


NEW-47.1 me WHIO Dayton, O.—CP 
new FM station, 11,311 sq. mi., $40,200 
estimated cost. 

NEW-45.9 mc Midwest FM Network 
Inc., Grand Rapids, Mich.—CP new FM 
= 6,850 sq. mi., $45,000 estimated 
cost. 


NEW-45.9 mec Midwest FM Network. 


Inc., Fort Wayne, Ind.—CP new FM 
station, 7,850 sq. mi., $45,000 estimated 
cost. 

NEW-45.9 mc Midwest FM Network 
Inc., Peoria, Ill.—CP new FM station, 


7,600 sq. mi., $45,000 estimated cost. 
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SHELDON R. COONS, New York busi- 
ness consultant and the man who 
fashioned the NAB’s retail promotion 
plan of two years ago, last week was 
elected president of the Better Business 
Bureau of New York. 


STUART-WARNER Corp. has appointed 
Philadelphia Distributors, Philadelphia, 
to handle postwar home radios for east- 
ern Pennsylvania. 


STROMBERG-CARLSON Co. has ap- 
pointed Padgett Distributing Co., Dal- 
las, distributors for postwar radio, FM 
and television line in 88 Texas coun- 
ties, four Louisiana parishes. 


EDGAR A. STEELE, former executive 
vice-president and partner of L. M. 
Clark Inc., research organization, and 
recently director of research and media 
for Maxon Inc., New York, has joined 
Research Co. of America, New York, as 
director of research. 


JANE DUNBAR, former assistant to 
ALLAN FISHBURN, radio director of 
Schwimmer & Scott, Chicago, has joined 
William Morris Theatrical Agency, Chi- 
cago, as assistant to REID WHITE. 


HARRY SINGER, who resigned as sales 
promotion managed of Popular Publi- 
cations, has opened his own office at 
521 Fifth Ave., New York, to sell visual- 
ized, dramatized sales presentations to 
all media and to manufacturers and 
agencies. 





Welcomed Home 


FREED after 38 months in Santo 
Tomas and Los Banos, Hal Bowie, 
formerly of KZRM Manila, has lo- 
cated a new posi- 
tion on WSYR 
Syracuse through 
NBC’s Welcome 
‘Home Auditions. 
He was heard by 
Bill Rothrum, the 
station’s program 
director, and four 





days later was 
ensconced as an 
Mr. Bowie announcer. With 


him are his wife 
and baby, Leah, who, having been 
born in Los Banos prison camp, 
will settle down to normal home 
life for the first time. 


Hale Available 


ARTHUR HALE’S MBS program 
Tues., Thurs. and Sat., 7:30-7:45 
p.m. is now being offered for local 
sponsorship, B. J. Hauser, MBS 
cooperative program department 
head, has announced. News com- 
mentator is available only on sta- 
tions not having primary coverage 
in the sales area of Richfield Oil 
Corp., which sponsors Mr. Hale on 
30 MBS stations. 





W. K. Benderson 











ONE OF RADIO’S most colorfy 
pioneer figures—W. K. “Helly 
World” Henderson, former licensee 
of KWKH Shreveport, La.—dieq 
May 28 following a heart attack 
He was 74. 

Mr. Henderson, who inherited the 
Henderson Iron Works, operated 
KWKH in the 20’s on the 850 ke 
clear channel which was heard up 
and down the Mississippi Valley, 


In addition to merchandising a ge. 


ries of “Hello World” commodities 
by direct solicitation, Mr. Hender. 
son frequently was embroiled jp 
controversy with the old Federal 
Radio Commission over his methods 
of operation. He vigorously at. 
tacked chain stores, certain politi. 
cians and the old Radio Commis. 
sion. 


At a hearing a dozen years ago 
involving an application for his 
facilities, he traveled to Washing. 
ton by plane with upwards of a 
quarter-million letters from listep- 
ers. The station was sold by Mr, 
Henderson ‘to its present owner, 
John D. Ewing, in 1933. 





Hunt Names Y&R 


HUNT BROS. PACKING Co., Los 
Angeles (canned food products, 
macaroni), has appointed Young 
& Rubicam, Hollywood, as adver. 
tising agency, effective July 1. Ac- 
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count currently is serviced by the 
Biow Co., Hollywood. In addition 
to spot radio, firm will continue 
to use West Coast regional network 
time, and contemplates expansion 
to other areas in fall. 





Berkshire Air Plan 


ANNOUNCEMENT is_ expected 
this week that Berkshire Knitting 
Mills, Reading, Pa., new to radio, 
will sponsor program starring Ilka 
Chase, beginning in September. 
Firm is negotiating for the Sunday 
1:15-1:30 p.m. period on Mutual 
and would be the only ladies hos- 
iery manufacturer on the networks. 
Geyer, Cornell & Newell, New York, 
acquired the account in February. 
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WELCOME is extended by WSB 
Atlanta Production Manager Mark 
Toalson (1) and General Manager 
John Outler to former staff mem- 
bers Lt. Marcus Bartlett, Sgt. Wal- 
ter Paschall and Lt. Add Penfield 
as they arrived to help handle 
special coverage by WSB of the 
return of Gen. Courtney Hodges 
and 49 other European theater vet- 
erans on May 24. 

Given special releases, the three 
servicemen flew to Atlanta to assist 
with the two-hour broadcast of the 
city-wide celebration ceremonies 





honoring the Georgia-born heroes. 

Lt. Marcus, former WBT pro- 
duction manager who entered the 
Naval Reserve in January 1943 
after 13 years as member of the 
station, coordinated the _ special 
broadcast. He is now stationed at 
the Naval Air Station, Jacksonville, 
Fla. Lt. Penfield left WSB for the 
Army July 1944 and is now at the 
Army Air Base, Atlanta Municipal 
Airport. Sgt. Paschall, former WSB 
news editor, left for the service in 
February 1943 and is now attached 
to the Air Forces School of Applied 
Tactics. 





CIO and AFL in 





WITH the two major labor unions 
trying to organize CBS “white col- 
lar’ workers, sharp conflict be- 
tween the organizations appeared 
likely this week. Both the New 
York local of the United Office and 
Professional Workers of America 
(CIO) and Local 63 International 
Alliance of Theatrical Stage Em- 
ployes (AFL) planned organiza- 
tional meetings for this week. 

The CBS “salary increase” com- 
mittee, as it is called, had a total 
of more than 200 signatures back- 
ing it up, according to Myra Jor- 
dan secretary to commentator Wil- 
liam Shirer and one of the original 
signers. An interoffice memoran- 


dum last week from Frank White, 
CBS vice-president and treasurer, 
to all employes, in which he prom- 


JOHN BLAIR & COMPANY 





Competitive Race 


To Organize Network Office Workers 


ised “no discrimination” against 
network employes for “proper 
union activities” promptly brought 
17 more prospective members to 
the ClO-supported committee, Miss 
Jordan said. 


IATSE Active 


AFL, however, though appar- 
ently a slow starter in New York, 
recently added CBS office employes 
in Hollywood to its ranks by a 
6 to 1 vote, according to Russell 
Moss, executive vice-president of 
New York Local 63, stagehands 
union. During the past 10 days, 
Mr. Moss said, IATSE has been 
distributing organizational litera- 
ture among CBS New York workers 
and to date more than 40 employes 
have indicated interest. AFL leaf- 
lets emphasized the overall nature 
of the union within theatrical fields, 
pointing out that an AFL local 
has strong backing from other 
union groups within the industry. 

“The CIO has only the Screen 
Office and Professional Guild, who 
represented some of the home of- 
fices of the motion picture com- 
panies,” one AFL circular read. 
“Their contracts expired July 28, 
1944, and have not been renewed 
primarily because they and the 
company cannot agree on terms and 
they have no backing in the indus- 
try to help them.” 

Main complaint of CBS employes, 
said Mr. Moss, was the “lack of 
classification, with no reasonable 
minimums set for specific jobs.” 

Meeting of the CIO-CBS com- 
mittee was set for Wednesday 
night. Date for the first general 


BROADCASTING e Broadcast Advertising 


Writers Guild Dickering 
With WMAQ, WBBM 


RADIO Writers Guild has started 
negotiations for higher wages for 
newswriters at WMAQ and WBBM, 
Chicago stations of NBC and CBS 
respectively. Present NBC contract, 
which expired June 1, calls for 
$200 monthly, with 10% annual 
raise, based on length of service. 
The Guild is asking for a minimum 
of $330 the first year, $350 the 
second and $400 the third—the 
rates approved by WLB for NBC 
New York. NBC Chicago has of- 
fered a minimum of $220 with a 
10% annual raise regardless of 
length of service. Negotiations will 
continue until a satisfactory con- 
tract can be submitted to WLB. 
Meanwhile, plans went forward 
for a national freelance writer 
basic minimum wage agreement, 
formulated by the western region 
of the Guild, for presentation to 
RWG executives in New York early 
this month. Contract negotiations 
between RWG and NBC San Fran- 
cisco, already under way, may 
pave way for similar writer-sta- 
tion agreements nationally, it was 
believed. Proposals for San Fran- 
cisco area include a guild shop, 
minimum pay with length-of-serv- 
ice increases, a 40-hour week with 
cash overtime, minimum call-back 
of 12 hours, and advance notice of 
schedules. While these proposals 
have not been adopted by mid- 
western and eastern RWG regions, 
it was understood that similar con- 
tractural structures will be ap- 
proved at New York meetings. 


Navy Show Available 


THE NAVY’S Blue network pro- 
gram [BROADCASTING, May 21], the 
first Navy-produced net series, will 
be available for sponsorship, it was 
learned last week. Starting date 
has been set for July 3, with the 
7-7:30 p.m. (PWT) time. NBC 
Navy series to begin sometime this 
summer, is also available to spon- 
sors [BROADCASTING, May 28]. 








organization conclave of the IATSE 
group was expected this week. 

In his memo to CBS employes, 
Mr. White said: “Although many 
of our specialized groups of em- 
ployes have for a long time been 
represented by unions with whom 
Columbia has enjoyed satisfactory 
relations, we feel quite frankly that 
the effectiveness of our operations 
would suffer if the uniquely per- 
sonal and often confidential rela- 
tionships with our office and ad- 
ministrative personnel were broken 
by interposing a union between 
them and us. We therefore do not 
favor unionization in this field. 

“If, however, the majority of 
these groups of people should elect 
a union as a representative, there 
would be not the slightest discrimi- 
nation against any employe for any 
proper union activities on his or 
her part. Nor will there be any 
such discrimination during or after 
the present organizing campaign if 
it fails in its unionizing efforts. 
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Burn-Smith Company, Incorp. 
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307 N. Michigan Ave. 
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Classified Advertisement 


PAYABLE IN ADVANCE—Checks and money orders only—Minimum $1.00. 
Sitvation Wanted 10c per word. All others, 15¢ per word. Count 3 words for 
blind box number. Deadline two weeks preceding issve date. Send box replies 
to Broadcasting Magozine, 870 National Press Bidg., Washington 4, D. C. 












Help Wanted 


First class engineer wanted for 250-watt 
Indiana Blue Network station. Perma- 
nent job for right man. State full par- 
ticulars and salary expected in first 
letter. Box 399, BROADCASTING, 


Wanted—Veteran first class license hold- 
er for transmitter and/or studio for 
Rocky Mountain 1 kw outlet. State 
education and experience. Box 661, 
BROADCASTING. 
Engineers—Three needed at once. 
for cleared channel transmitter. Two 
for studio, including a { broadcast 
and FM operation—midwest. Send full 
particulars. Statement of availability 
from United States Employment Service 
required. Box 664, BROADCASTING. 








Texas station desires junior announcer. 
Tell all. Box 668, BROADCASTING. 


Wanted immediately — Operator-an- 
nouncer with first class ticket. 250 watt 
network station in Pacific Nortwest 
city. In reply give full details and audi- 
tion record if possible. Address Box 672, 
BROADCASTING. 








Help Wanted (Cont’d) 


Wanted—Transmitter operator. Imme- 
diate vacancy for first or second class 
licensee. Twin Falls, Idaho. 
Apartment available at transmitter if 
desired. Write or airmail F. V. Cox, 
Chief Engineer. 


Help wanted—3 engineers holding first 
phone licenses. Network station located 
in midwest. Opportunity for advance- 
ment for men qualified. Reply, North 
Central Broadcasting System, Inc., 

N. Michigan Ave., Chicago 1, Ill. 


Wanted—Announcer-copywriter. Experi- 
enced and reliable with third class ticket 
or willingness to obtain one. Permanent 
position if you are man for job. Progres- 
sive Rocky Mountain NBC station. Send 
full details to KSEI, Pocatello, Idaho. 


Announcer wanted! Excellent future for 
ambitious, capable worker at WFIL t 
replace man whose energy and ostivily 
have earned for him the production 
manager’s job. Rush data, E. T. of your 
work and photo via mail. Don’t phone 
or visit, but WRITE. WFIL, Phila., 
Penna. 

















Operator wanted — First class ticket. 
Southern station, good steady position 
for right man. Give qualifications and 
salary requirements. Box 687, BROAD- 
CASTING. 


Salesman wanted—Radio station expe- 
rience, by southern local station with 
extensive postwar building promotion. 
Salary and commission. Give references 
and full personal details. Box 688, 
BROADCASTING. 


Able continuity writer who can take 
charge. Write Box 701, BROADCASTING. 


Account executive, to join recognized 
medium size Chicago agency in a new 
business development capacity. Must 
have agency experience, excellent refer- 
ences, good contacts and strong sales 
ability. Give complete information first 
letter. Our executive staff is familiar 
with this advertisement. All applications 
will be kept in strictest confidence. Box 
707, BROADCASTING. 


Have opening for chief announcer who 
can handle news and commercial sched- 
ule and who has an eye for the future. 
No early morning or night work. Best 
hours at reasonable salary. Station has 
postwar plans which should make future 
attractive. This need is urgent so please 
wire collect starting salary and some- 
thing about self as well as starting date. 
Box 721, BROADCASTING. 


Announcer with knowledge of program- 
ming who can prove capable of assum- 
ing program directorship basic network 
station in New England wanted. $50.00 
.- Y ae Write Box 726, BROADCAST- 




















Basic Blue New England station in major 
market needs hardworking salesman who 
can cash in on practically virgin local 
field. $60.00 salary and bonus arrange- 
ment to right man. Write Box 727, 
BROADCASTING. 


Wanted—Transmitter operator with first 
class license. A one kw, CBS affiliated 
and regional network key station, KOY, 
Phoenix, Arizona. 


There’s an opening at KTSM, NBC affi- 
late in El Paso, Texas, for an indus- 
trious, reliable announcer. We're the 
dominant station in our community 
(see our Hooper) and we're choosey 
about who works for us, but there’s a 
real . “ee at KTSM for the right 
man. , if you’d like to live in the 
colorful healthful southwest, work with 
congenial people, for a 15 year old sta- 
tion with big postwar plans, send com- 
plete information about yourself at 
once! 


If you are a top announcer or news man 
interested in postwar job with real fu- 
ture, contact us immediately, WCAR, 
Pontiac, Michigan’s largest independent 
station. 


Wanted—Man or girl with first class 
license to handle maintenance and some 
construction work of audio-visual 
equipment; to take charge of technical 
lans for FM station with idea of becom- 

g chief engineer; also to teach tele- 
graphic code, radio law, and control 
room work half time. Practical knowl- 
edge and ability are more important 
to us than electronic theory. Begin any 
time before August, preferably right 
now. State required salary when writing 
to Sherman P. Lawson, Director of 
Radio, Stephens College, Columbia, 
Missouri. 
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... First class station needs 
first class engineer, or second willing to 
get first license within year. Excellent 
conditions, congenial surroundings. Call, 
write or phone Paul Lindsay, .--.... 





Wanted—Radio salesman in live city, 
at least five years experience in selling 
radio. Good guaranteed salary and com- 
mission. Permanent position with NBC 
affiliate to right party. Send references 
and picture with first communication. 
Box 735, BROADCASTING 
Announcer—Have immediate opening. 
Permanent for right man. Send full 
details and salary expected. WREN, 
Lawrence, Kans. 


Situations Wanted 











Situations Wanted (Cont'd) 


Experienced announcer, production 
manager, and MC to handle personality 
shows, platter or live. Record of proven 
results for stations and agencies, now 
engaged, but available. Married, 4F. For 
further information write Box 720, 
BROADCASTING. 


First class operator desires change. Must 
be permanent. Draft classification IC. 
No wneeneeec Box 716, BROADCAST- 
IN 











Srearam manager. Having Hoope 
trouble? Let’s remedy the apetien. Sox 
723, BROADCASTING. 


News-production. Six years agency and 
staff experience. Desire position in small- 
er western station as news editor and/or 
production man. Now employed in net- 
work affiliate as director news and spe- 
cials. Age 35. Box 724, BROADCASTING. 


Assignment as overseas radio reporter 
desired by recent veteran with neces- 
sary qualifications. Box 728, BROAD- 
CASTING 


Chief engineer 250 watt network sta- 
tion desires change. Honorable dis- 
charge. Family to support. Over 7 years’ 
radio experience (more than 312 years 
as engineer). First class radio-telephone 
license. State salary, hours, etc. When 
requesting address reply to Box 729, 
BROADCASTING. 


Engineer—Iist phone, 2nd telegraph, 11 
years radio. Chief engineer 7, Transradio 
press, 2 years announcing. Prefer Cali- 
fornia, Pacific Northwest. 4F. Box 730, 
BROADCASTING. 


Male vocalist—Formerly with name 
bands. Now seeking radio connection. 
Box 731, BROADCASTING. 


Young man, 31, successful west coast 
radio-stage background in production, 
promotion, seeks opportunity with east- 
ern radio station or advertising com- 
pany. Executive ahility. Creative. Box 
732, BROADCASTING. 


Production-manager-program _ director. 
Highly successful record in raising 
Hooperatings, four years’ network pro- 
duction experience applied to _ local 
independent has resulted in substan- 
tial increase in Hooper in one year. 
Eastern location preferred. Box 733, 
BROADCASTING. 





























Engineer, veteran, twelve years radio, 
four broadcasting. First phone, second 
telegraph, some FM, transmitter and 
control 5 kw, chief 1 kw, desires perma- 
nent position progressive organization, 
transmitter or chief. Married, two years 
college, six months RCA Institute. 
Available short notice. Box 682, BROAD- 
CASTING 


Operator—announcer—First class radio- 
telephone, second class radiotelegraph 
license, 4F, California only. Box 708, 
BROADCASTING 

Announcer—19, also writing and pro- 
duction. Two years college training in 











radio. Limited experience. Available 
June 15th—September 15. Box 709, 
BROADCASTING. 





Staff announcer, college grad, 24, single. 
114 years all-around experience. Capable 
newscaster. Recently with midwestern 
network affiliate. Seeks permanent staff 
position affording chance for advance- 
ment. Disc on request, Box 710, BROAD- 
CASTING. 


Prospective announcer seeks experience. 
Veteran of Merchant Marine. College 
graduate, 23, single. Familiar sports, 
music, languages. Capable and conscien- 
cious. Go anywhere. Audition transcrip- 
tion. Box 711, BROADCASTING. 

Staff announcer—Now available. Also, 
capable spot writer. Box 712, BROAD- 
CASTING 











Announcer-newscaster—M1. C., producer- 
writer. Eighteen years radio “experience 
small and large stations. Available June 
15. Prefer New England. Box 713, 
BROADCASTING. 


News editor. 15 years newspaper, press 
service, radio. Single, 4F, wants perma- 
nent position. Prefers night work, east 
coast. Box 715, BROADCASTING. 








Manager. Competent, hard working, en- 
thusiastic. New ideas. Let’s talk it over. 
Box 722, BROADCASTING. 





Head of continuity department basic 
CBS affiliate. Experienced in commercial 
copy and network scripts. Would like 
free lance assignments. Box 717, BROAD- 
CASTING. 

Announcer — Experienced; news, com- 
mercials, general staff work. Now em- 
ployed, desire change. Prefer Los An- 
geles or vicinity. Married, veteran. Good 
soomee. Tell all. Box 718, BROADCAST- 








Discharged serviceman. Teacher, 3 years 
experience, degree, college. Credit in 
radio. Desires announcing experience for 
summer in vicinity of Chicago or Free- 
port, Illinois. Will prove worth. Box 719, 
BROADCASTING 


Commercial manager or manager inter- 
ested in making a change for greater 
opportunity. At present commercial 
manager of 1000 watt station with out- 
standing sales record. Past reputation 
will speak for itself. Can offer the best 
of references. Interview can be arranged. 
All replies kept strictly confidential. 
Box 734, BROADCASTING. 


Program director - producer - announcer 
desires change. Now with 5 kw Chicago 
station as producer-announcer. I have 
over seven years experience involving 
the above positions. Finest recommen- 
dations from nation’s leading network 
affiliates. Honorably discharged and 
eager to build for future I will accept 
only topnotch, permanent positions. 
Available July 1. What have you? Box 
736, BROADCASTING 


Wanted to Buy 


Standard types transcription machines. 
State make and model in reply. Play- 
back arms not required. Box 725, 
BROADCASTING. 


For Sale 


Program idea for sale. Box 714, BROAD- 
CASTING. 
For Sale—New Temco 250GSC 250 watt 
transmitter converted for broadcast. 
Complete with tubes. Bliley oven and 
xtal. Will comply with FCC good engi- 
neering. No priority needed. Ready now 
-. — Any good offer will be consid- 
ed. Contact Mr. Beverly B. Ballard, 
424 4th St., Marysville, Calif. 
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WANTED 


Experienced 


Announcer 
= 
Good opportunity for 
capable and depend- 


able man. 


Apply Manager: 


WPTF 


RALEIGH, 
NORTH CAROLINA 











The SCHOOL +f 
RADIO TECHNIQUE 


NEW YORK e CHICAGO 
America’s Oldest School Devoted 
Exclusively to Radio Broadcasting 


Comprehensive Day and Evening 
Courses in all phases of Radio 
Broadcasting taught by Network 
Professionals. Moderate rates. 


) For Full Details, Request Booklet 8. 


NEW YORK 20, N.Y.: RADIO CITY, R.K.0. 8 
CHICAGO 4, ILL.: 228 S. Wabash Aves 











ATTENTION 
SALESMEN 


Here is a chance to affiliate your- 
self with one of Americas aggres- 
sive radio stations. 


KDYL 
SALT LAKE CITY 


Interested in a first-class experi- 
enced salesman, must have satis- 
factory record as opportunity 
warrants qualified man. Wire, write 
or telephone. Prefer man now 
available in western market. 








WANTED 


Announcers, control room 
and transmitter operators 
for Richmond, Virginia, sta- 
tion. Write completely of 
your experience. Announcers 
please send audition plat- 
ters. 


Tom Tinsley 


7 E. Lexington St. 
Baltimore, Md. 
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FC&B Realigns 


RadioDepartments 
District Managers Appointed 
In Fully Staffed Offices 


REALIGNMENT of Foote, Cone 
& Belding radio division personnel 
and responsibilities has been an- 
nounced by Don Belding, board 
chairman, headquartering in Hol- 
lywood and in active charge of 
West Coast area operations. 

In cities where agency has fully 
staffed offices, a manager of radio 
has been appointed to coordinate 
radio activity and client contact. In 
addition, radio manager has direct 
Hollywood facilities earmarked for 
him in the agency’s Hollywood oper- 
ation. Paul Rickenbacker heads 
New York radio operations, with 
Stuart Dawson in charge of Chi- 
cago division. Mark Buckley and 
David Taylor have been assigned to 
similar posts in San Francisco and 
Los Angeles, respectively. 

Also headquartered in Holly- 
wood, Victor Hunter and Albert 
Capstaff head a Chicago operations 
unit and are in charge of talent 
contacts and production, respec- 
tively. Operating for the agency’s 
San Francisco office, Jack Meakin 
and Bob Nye supervise several Hol- 
lywood-originated shows. David 
Taylor and Harry Frazee are as- 
signed to shows for Los Angeles 
accounts. Elliston Vinson continues 


Radio Transport Aids 


EXPERIENCE gained during the 
war in developing sturdy mobile 
radio equipment for military use 
will likely be utilized in various 
fields of transportation in the post- 
war era, with important benefits to 
industry and public alike, accord- 
ing to Robert C. Smith, transpor- 
tation specialist, Bureau of Foreign 
& Domestic Commerce, writing in 
the June Domestic Commerce, pub- 
lication of the Dept. of Com- 
merce. 





to head agency’s special radio divi- 
sion for motion picture accounts. 
His office is on RKO Radio Pictures 


_ Hollywood lot. 


Burt Oliver continues as general 
manager of the Hollywood radio 
division, with Bud Spencer, talent 
buyer. Arnold G. Maguire is tele- 
vision director. With Bess Harrison 
resigning, Mary Noble has been 
made Hollywood office manager. 

Edmund L, Cashman, agency 
vice-president and at present, head 
of the Hollywood radio division, 
resigns that post on July 1 to free- 
lance and will set up his own inde- 
pendent production unit. 

In addition to local business, 
Foote, Cone & Belding currently 
is running six transcontinental and 
seven regional shows with a com- 
bined talent and time billing of 
approximately nine million dollars. 








SERVICE DIRECTORY 








“GEARED TO AM-FM EXPANSION’ 
Redie Engineering Consultants 


Commercial Radio Equip. Co. 


Ka ay? Gn Mo. 
Washington, D. Hollywoed, Cal. 


Custom-Built 
Speech Input Equipment 
U. S. RECORDING CO. 


1121 Vermont Ave., Wash. 5, D. C. 
District 1640 
(Subj. to Gov't Reg.) 








MORE RF KILOWATT HOURS 
PER DOLLAR WITH 
F&O TRANSMITTING TUBES 


Freeland & Olschner Products, Inc. 
611 Baronne St., New Orleans 13, La. 
Raymond 4756 
High Power Tube Specialists Exclusively 











The 
Robert L. Kaufman 
Organization 
Technica] Maintenance, 
Supervision and Business Services 
for Broadcast Stations 


Munsey ese 4, 0. C. 














SOUND EFFECTS 
One of the largest selections of 
sound effects in existence. MAJOR 


RECORDS. Realistic and Complete. 
Write for 


Trenscriptions—Specialized 
1600 Broadway N.Y. 19, Circle 5 








( SOUND EFFECT RECORDS ) 


GENNETT -SPEEDY-Q 


Reduced Basic Library Offer Conteining 
Over 200 individual Sound en 
Write For Details 


CHARLES MICHELSON 





PROFESSIONAL DIRECTORY 











JANSKY & BAILEY 
An Organization of 
Qualified Radio Engineers 
DEDICATED TO THE 
SERVICE OF BROADCASTING 

“National Press Bldg., Wash., D. C. 





McNARY & WRATHALL 
CONSULTING RADIO ENGINEERS 


National Press Bidg. Di. 1205 
Washington, D. C. 

















97 W. 44th St. New York, N. v. ) 














aie 





PENN FURNITURE 
SOLD ON BOTH STATIONS 


WFBG — WJAC 
THE SHADOW 


Available locally on transcription—see C. MICHELSON, 67 w. 44 St., N.Y.C. 











» 
PAUL GODLEY CO. 


CONSULTING RADIO ENGINEERS 


MONTCLAIR. N. J. 
MO 2-7859 




















GEORGE C. DAVIS 


Consulting Redte Engineer 


Munsey Bldg. District 8456 


Washington, D. C. 








FREQUENCY MEASURING 
SERVICE 


Exact Measurements - of any time 


R C A COMMUNICATIONS, INC. 
64 Broad Street Wew York 4, W. Y. 
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JOHN BARRON 
Consulting Radio Engineers 


Specializing in Broadcast and 
Allocation Engineering 
Earle Building, Washington 4, D. C. 
Telephone NAtional 7757 








JOHN J. KEEL 
CONSULTING RADIO ENGINEERS 
Earle Bidg. ©@ NATIONAL 6513 

Washington 4, D. C. 








Frank H. Melntosh 


Consulting Radio Engineers 
710 14th St. N.W. ME. 4477 
Washington, D.C. 





Tel. Bridgeport 7-2465 


Garo W. Ray 


Consulting Radio Engineer 


Hilltop Drive Stratford, Conn. 








HERBERT L. WILSON 
AND ASSOCIATES 
CONSULTING RADIO ENGINEERS 


AM FM TELEVISION FACSIMILE 


1016 VERMONT AvE.. N.W., Wasninetow 5, 0.C. 
NATIONAL TI6I 








HECTOR R. SKIFTER 
H. R. SKIFTER DONALD M. MILLER 
CONSULTING RADIO ENGINEERS 


ENGINEERING SERVICES 
AVAILABLE AFTER VICTORY 














Radie Engineering Consultants 
Frequency Menitering 


Commercial Radio Equip. Ce. 


@ International Building, Washingtea, D. ©. 


@ 321 EB. Gregory Boulevard, Kansas City, Me. 
@ Cross Roads of the World, Hollyweed, Calif. 








RING & CLARK 
Consulting Radice Engineers 
WASHINGTON, D. C. 
Munsey Bldg. © Republie 2347 








RAYMOND M. WILMOTTE 
CONSULTING RADIO ENGINEER 
PAUL A. deMARS 


ASSOCIATE 
1469 Church St., N.W., Washington 5, D. C. 
Decatur 1 








J. D. Woodward & Associates 


Manufacturers of Radio Trans- 
mitters and Industrial Electronie 
Equipment 
Baltimore, Maryland 


Water & Frederick Sts. - Saratoga 8535 








a 
LOHNES & CULVER 


CONSULTING RADIO ENGINEERS 
Munsey Bidg. © District 8215 
Washington 4, D. C. 











MAY, BOND & ROTHROCK 


CONSULTING RADIO ENGINEERS 
x * * 


Nat'l Press Bidg. Wash. 4, D. C. 
District 7362 © Glebe 58860 








WORTHINGTON C. LENT 
Consulting Engineers 


WASH., D. Cc’ 
DISTRICT 4127 


INTERNATIONAL BLDG. 
1319 F STREET N. W. 





ANDREW CO. 

Consulting Radio Engineers 

363 E. 75th St. CHICAGO 19 
Triangle 4400 














HOLEY & HILLEGAS 


CONSULTING RADIO ENGINEERS 
1146 Briarcliff Pl., N.E. 
Atlanta, Ga. ATwood 3328 




















At Deadline... 





MISS KEMBLE, BUD FISHELL 


GET NEW MBS POSTS 


TWO NEW posts, just established at Mutual, 
will be filled by Dorothy Ann Kemble, who on 
June 18 becomes director of the MBS continu- 
ity acceptance department, and Bud Fishell, 
whose appointment as associate script editor, 
to work with H. Philip Minis at MBS, is ef- 
fective immediately. Miss Kemble has been di- 
rector of three departments for the Biue—con- 
tinuity acceptance, literary rights and script 
routing. Mr. Fishell, freelance writer and au- 
thor of “Frankie and Johnny”, play scheduled 
to open on Broadway this fall, was program di- 
rector of WNYC New York 1943-44. 


WATERMAN 1 RETURNS 
TO NETWORK IN FALL 


L. E. WATERMAN Co., New York (pens, 
ink), pioneer radio user, returns to the air as 
sponsor of Gangbusters, Phillips H. Lord pro- 
duction. According to Chas. Dallas Reach Co., 
Newark, N. J., agency, networks have been 
asked to submit availabilities for a half-hour 
night-time spot, preferably in fall. Pens will 
be emphasized. Company is prepared to begin 
this summer however, with ink products fea- 
tured. Waterman plans a new line of postwar 
pens. Big campaign will break in newspapers 
and magazines in late September. 


NEW CAB MAP 


COOPERATIVE Analysis of Broadcasting has 
issued a new map, first of its kind ever re- 
leased by the CAB, showing distribution of the 
81 CAB cities throughout the nation. Available 
to members, map comes in two forms, an eight- 
page folder and a 22” x 29” size. Seven fea- 
tures included in the map give the picture of 
CAB sample: (1) 81 cities covered by inter- 
viewing, (2) U. S. cities of 50,000 or more, (3) 
CAB cities by time zones, (4) CAB cities by size 
classification, (5) CAB cities by nine census 
geographic areas, (6) CAB cities by number of 
network outlets, (7) number of CAB interview- 
ing units in each city. 


KBIX WALKOUT CONTINUES 


WALKOUT of chief engineer and two female 
technicians at KBIX Muskogee, Okla., was 
still in effect last Friday with no hearing date 
set on charges filed with NLRB by IBEW on 
behalf of the three staff members. Station went 
off air late April 24 but resumed May 16 with 
new technical personnel. Station is owned by 
Tams Bixby Jr., also owner of the local news- 
paper interests, and operates on 1490 ke with 
250 w. Union claims among issues that station 
has refused to negotiate. KBIX maintains in 
part that IBEW local is not proper represent- 
ative. 


EARLY AWARDED DSM 


STEPHEN T. EARLY was awarded the Dis- 
tinguished Service Medal by President Tru- 
man on his retirement after more than 12 
years’ service at the White House, most of 
that time spent as press relations head. Under 
President Truman, he has been special as- 
sistant to the President. In receiving the 
medal, Mr. Early paid tribute to press and ra- 
dio representatives assigned to the White 
House, saying that “never during the years of 
my service has one of them ever revealed a con- 
fidence or violated a trust.” 
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WSAI-AFM DISPUTE 
CERTIFIED TO NWLB 


DISPUTE between WSAI Cincinnati and Lo- 
cal No. 1, AFM, which has resulted in a work 
stoppage by musicians at the Marshall Field 
station, was to have been certified Saturday to 
the National War Labor Board by the Secre- 
tary of Laber, the Conciliation Service disclosed 
late Friday. Issues are number of musicians, 
wages and employment of a librarian. 

According to Walter A: Callahan, WSAI gen- 
eral manager, station offered a $60 weekly sal- 
ary for 12 hours work, which had been de- 
manded by the union, but Oscar ‘Hild, AFM 
Local No. 1 president, insisted station employ 
additional musicians, which station didn’t need. 
Despite work stoppage, WSAI will continue 
operations without local musicians, said Mr. 
Callahan. 


BMB-BBM ACCORD 


A 70% BALLOT return on the first study 
made by Bureau of Broadcast Measurement, 
Canadian equivalent of Broadcast Measure- 
ment Bureau in this country, was reported 
by Athol McQuarrie, secretary of BBM and 
of the Assn. of Canadian Advertisers, and 
Horace Stovin, Stovin & Wright Ltd., BBM 
board member, Friday at a meeting with rep- 
resentatives of BMB in New York, at which 
it was agreed to standardize and coordinate 
as far as possible methods and material used 
by both organizations. 


People 


JOSEPH L. MILLER, former labor relations 
director of the National Assn. of Broadcasters, 
last week was promoted to full lieutenant in 
the Naval Reserve. Lt Miller has been in 
the Navy since December 1943 and since Jan- 
uary 1944 has been attached to the Navy Dept. 
Labor Relations Division, Washington. 


WALTER COMPTON, for eight years WOL- 
Mutual Washington Presidential announcer 
and news director of WOL, has resigned effec- 
tive July 1 to join WHN New York on a 
freelance news basis. It is presumed he will 
continue his cooperative news commentary over 
MBS, probably from WOR New York. 


L. E. SEPTER, assistant sales manager in 
charge of replacement tube division, Ken-Rad 
Tube & Lamp Corp., Owensboro, Ky., has 
been named manager of replacement tube 
sales for home radio division, Westinghouse 
Electric Corp.; headquarters, Sunbury, Pa. 


BOB DAVIS, NBC news and special events 
and international division publicity man, on 
June 18 becomes trade news editor succeed- 
ing Dick Connelly, who joins radio publicity 
department of Young & Rubicam, New York. 


JACK EDMUNDS, who resigned as program 
director of WMAL Washington after three 
years, left the capital Friday with his wife and 
child for Denison, Tex. for a month’s vacation. 
He has not announced future plans. 


MARK WOODS, president, American Broad- 
casting Co. (Blue), is scheduled in Chicago 
Tuesday for a “routine” visit at Blue mid- 
western headquarters, his first since February. 


BROADCASTING e 


Closed Circuit 


(Continued from page 4) 


V-P and former Communications Commissione, 
is losing no time getting on with its task, Pg 
lowing series of telephone contacts since 
pointment of committee at Omaha NAB Boay; 
meeting May 16-17, committee meets in Ray 
June 12 for roundtable powwow. Prospegts. 
Still the same—some towering public figure 
else a hard-hitting practical broadcaster, 


ANNOUNCEMENT of a plan whereby the fg. 
cilities of WCBW, CBS video station, wil] , 
available to advertisers and agencies for oy. 
periments with commercial sight-and-soypj| 
broadcasts, is expected to be one of the firy 
official acts of Col. Lawrence W. Lowma, 
when he returns to CBS July 1 as vice-pyesj. 
dent in charge of television [BROADCasting 
May 28}. 


WHEN GEN. DWIGHT D. EISENHOWER pe. 
turns to the United States—expected withip 
a couple of weeks—he will be accompanied }y 
Capt. Harry C. Butcher, his Naval aide. The 
former CBS vice-president is not expected tp 
return to the European theater but may be re. 
assigned elsewhere on a special mission. His 
civil life plans are not known, -though he j; 
expected to remain in radio. 


EVER WONDER WHAT happened to that 6) 
kw standard broadcast job that was to hav 
moved into Berlin with our occupation force 
on 17 trucks? Since V-E Day, it is learned 
efforts have been made by our psychological 
warfare people to get it into the erstwhik 
Nazi capital as planned. But the Russians, wh 
control the area, just don’t want it there an 
that’s that. 


BLUE ADDS NEW 
SPONSORS FOR FALL 


WITH FORD Motor Co. sponsorship of Detroi: 
Symphony Orchestra on Blue Sunday in 
p.m. period reported practically set on Friday, 
and U. S. Steel-Theater Guild program definite 
for 10-11 p.m. spot, Blue believes it will have 
strongest Sunday evening lineup of all net. 
works come fall. Philco Hall of Fame, Hire’ 
Ice Box Follies, Drew Pearson, Quiz Kids, Fort 
Sunday Evening Hour, Winchell, Fidler ani 
Theater Guild round out the schedule. 

Blue also is enthusiastic about its Friday eve- 
ning schedule for fall, with Raymond Swing, 
7:15-7:30 p.m.; Lone Ranger, Blind Date (mov- 
ing from its present Monday time to 8-8:3 
p.m. Fridays), This Is Your FBI, Famous Jury 
Trials, Death Valley Sheriff and the fights. With 
a number of other sponsors reported just about 
set, Blue executives are jubilant over the “tum 
of the tide” from commercial program losses 
suffered in recent months. 


WAR AGENCIES CUT 


DEEP SLASHES in 1946 fiscal year appre 
priations for several war agencies identifie/| 
with radio operation were proposed in Hous 
Appropriations Committee report Friday cov. 
ering 18 civilian war agencies. Included in pro 
posed aggregate cuts totaling 112 million dol) 
lars were: $7,000,000 from OWI, taken mainly! 
from overseas operations, leaving $35,000,000 
as compared with nearly $54,000,000 for the 
current year; $4,148,000 below budget figure 
for WPB, leaving $35,000,000 as against 
$63,000,000 this year; $1,880,000 off OIAA; 
$1,350,000 off Censorship and $85,000 off WLB 
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This Advertiser Helped 
Establish the 
WOMAN’S MARKET! 


N 1879, the first Lydia E. Pinkham news- 
paper advertisement appeared. That was the 
beginning of a new era in which, for the first 


time, advertising was aimed directly at women 
as a distinct buying group. Today, more than 
70% of all advertising is directed to women, 
and woman has become the recognized “‘pur- 
chasing agent” for the family. 








nthe DISTRIBUTION DECADE 


Advertising Must Establish Many New Markets! 


ODAY, America is in the Production Era. Our 
single purpose is to produce more goods with 
which to win the war. 


Tomorrow, after Victory, new problems will 
present themselves. Our vast reserve of manpower 
will have to be put to peacetime work. Our huge 
reservoir of private capital will have to be tapped 
for profitable conversion. Our tremendous facili- 
ties for production will have to be switched over 
to the manufacture of consumer goods. 


And the main burden of this gigantic Peacetime 
task will fall on America’s Advertising Man. 


For the coming age will be the Distribution 
Decade. To pace production and maintain pros- 
perity, the world’s highest standard of living must 
be raised to even higher pinnacles. 


Alert agency men are intensively applying them- 
selves to the responsibilities and opportunities that 
will be theirs in the Distribution Decade. 


So is The Nation’s Station. When the time 
comes, we will be ready to help you do a better 
post-war job for your clients in the vast four- 
State market that is WLW-land. 





DIVISION OF THE CROS 


LEY CORPORATION 





THE NATION'S MOST MERCHANDISE-ABLE STATION 





e For many years just one detail prevented the designin 
of successful 5- to 50-kw air-cooled transmitters — a 
effective means of air-cooling the tubes. 


In the middle 1930’s RCA engineers pioneered in design 
ing an efficient radiator for large air-cooled tubes. Th 
famous 5D series of RCA air-cooled transmitters utilize 
tubes with these new radiators. They set a new standa 
of performance for the broadcast industry, eliminating t 
necessity for complicated water-cooling systems and attend 
ant maintenance problems. 


Air-cooling features of these RCA transmitters have sine 
been adopted by every American transmitter manufacturer, 
All of the modern 50,000-watt transmitters are now com 
pletely air-cooled—for air-cooled transmitters are cheaper 
easier to install, surprisingly easy to operate and maintaif 
Come postwar, stations now using water-cooled equipmen 
will be able to replace it with air-cooled equipment. 


RCA tube designers have only one job— creating and 
building better tubes. In air-cooled tubes for broadcast 
transmitters, RCA offers such outstanding types as the 


RCA-827R, 891R, 892R, 893AR, and 9C22. 


R A D | 0 C 0 R P 0 R AT t N When you need replacement tubes for your transmitter 
OF A M F R | F A specify RCA. There is an RCA broadcast specialist avai 


able at need to give you quick, efficient service. 
RCA VICTOR DIVISION ¢ CAMDEN, N. J. 


THE FOUNTAINHEAD OF MODERN TUBE DEVELOPMENT IS RCA 


eRINTED 
N 


us.» 





